























Shoes of Tandrite Calf not only 


result in sales, they also enhance the 


prestige of your store and increase the 


good will of your customers. 


That is because Tandrite’s exqui- 
site, satiny finish — brilliant, vibrant 
colors—and enduring good looks—are 


all qualities customers like ! 


So show shoes of Tandrite in the be- 
ginning, to assure not only sales, but com- 


plete customer satisfaction in the end! 


“DUET” 


. iso Deb 


3” Heel pump by Samuels 
Shoe Company, St. Louis. 
Made of Hubschman’s No. 


994 blue calf. Also can be 
obtained in No. 971 tan calf. 
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Emblem of a patriotic 
job—worn by Leaders 
of Girl Scout Troops 


» To retail at $6.00 
DA. Slightly higher Denver West 


The New “Molly Pitcher” 


@ Advertised in May Mademoiselle and American Girl 
e New military type oxford— 
@ Officer’s Boot Quarter— 
e Plain Toe— 
@ Available in 3 colors— 
e In Military brown, black or white 
The Molly Pitcher — named after an American heroine — ideal @ Sizes 3% to 10, Widths AAAA to C 


for the “budding” heroines of today—nurses, Red Cross workers, 
wt corps yg in every type of service! e At $3.60 
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Girl Scout Sponsorship 





oo» tHe service-type shoe 


you have been looking for 





This new Official Girl Scout Shoe in military style and 


13/8 heel opens up a vast new market for Official Girl Scout 


Shoes. It’s designed for today’s needs—it carries the Official Scout 


name-—real sales “dynamite” for any retailer. 


This Molly Pitcher style is further evidence of the grow- 


ing importance of the Official Girl Scout franchise. Write for the 


details now. Made only by BROWN SHOE Company, St. Louis, Mo. 
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The new Molly Pitcher heel—13/8 | Other Girl Scout Shoes—8/8 heel 























CuRTIS-STEPHENS-EMBRY Co., Reading, Pa. 


The regular 8/8 heels of Official Girl Scout Shoes are 


ideal for thousands of women. However, many 


“women accustomed to wearing 18/8 heels want a 


more gradual “step-down” in a service shoe. The 
Molly Pitcher style on a 13/8 heel is the answer to 
these women’s needs. Now the Official Girl Scout 
retailer has a line of service shoes to meet every 
woman’s requirements. 
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Laced with 


lf Shoes 


Aristocrat 


of 
LACES 


‘A Shoe Lace: That Outwears by 


STOCK NO. 768 


Campus Last. Brown Rugby Veal. Bootmaker 
Finish. Exclusive Removable Spikes—will not 
rust or corrode. Double Sole Forepart. Flex- 
ible Construction. 


Stocked A to E 


STONE-TARLOW 
BROCKTON, MASS. 


O. A. MILLER TREEING MACHIN 


Months Ordinary LACES. 


STAYS TIED and NEVER LOOKS 
SHABBY. 


The lace in a Golf Shoe receives more 
hard usage than any other type of foot- 
wear. Every energetic twist is a strain 
and the ordinary lace will not “take it." 
Cordo-Hyde is built to resist strain, 
dampness and abuse. They complement 
most outstanding lines of Sport and Dress 
shoes. 


Available in popular colors — specify 
them on your next order to the manufac- 
turer—He will gladly supply them. 


E COMPANY BRANCH 


(UNITED SHOE MACHINERY CORPORATION) 
BROCKTON, MASSACHUSETTS 
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GOODYEAR is glad to announce 
that, despite the demands made 
upon the nation’s rubber supply 
by the war production program, 
manufacture of Goodyear rubber 
heels will be continued—from 


stocks of Regenerated Rubber. 


This is made possible by Good- 
year’s vast resources, matchless 
technical skill and ceaseless re- 
search. These have resulted in a 
rubber regeneration process which 
assures the production of high- 
quality, long-wearing rubber heels 
comparable to Goodyear’s estab- 
lished quality. 


Good news for the shoe trade: 
YOU CAN STILL DEPEND 


ON GOODJYEAR HEELS |i 





.»+AND THESE LONG-WEARING 
GOODYEAR HEELS WERE MADE 
WITHOUT INTERFERING WITH 
WAR PRODUCTION 





FOR DEFENSE WORKERS 
Goodyear is now making 
emergency, shoe manufacturers static conductive rubber 


; ° ° ° ° heels for men’s and 
and their retailers will still be ntiunld Chiat: were 
able to count on the added sales used by employes in pow- 
appeal of shoes equipped with -o em bape aeoragena 
Goodyear Heels! danger of explosions caused 


by electric static sparks. 


Thus, even in these times of 





—T.M. TheGoodyeur 


Wingfoo 
Tire & Rubber Company 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 


February 14, 1942 




















et Re, cat CR Qe Aes a. eet NR MR 


“ANGLE” TOE 


A walled forepart with oblique 
FRONT EFFECT 


Style 


Studio 


MARBRIDGE BLDG 
MY Chiy 


PLAIN PATTERNS are unusually attrac- 
tive over this angle toe last; essentially so 
because there is ample style in the wood 


combined with true fitting qualities. 


FITZ BROS. CO. T. W. GARDINER CO. EMPIRE LAST WORKS KRENTLER BROS. CO. 
Auburn, Maine Lawrence, Mass. Rochester, N. Y. Milwaukee, Wis. 


UNITED LAST CO. STEWART & POTTER CO. KRENTLER BROS. CO. UNITED LAST CO. LTD. 
Brockton, Mass. Brooklyn, N. Y. St. Louis, Mo. Montreal, P. Q. 
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Shoe Customers 


ONS YR LUST 
; ee ee : 
SEO le vcs ak ee es. 


Rhythm Step’s Exclusive 3-Point Features 
That No Other 
Shoe in Your City Can Offer! 


Yes—weightless Rhythm Treads make 

your Rhythm Steps two shoes in one! 

Light enough for dress—for any costume! 

Yet with triple support that gives a “lift” 

at three strain points to help your busy 

customers through active days! Backed = Scles- Mahing 3-Stop - 
by over 20 million advertising messages sits Weene sape-ot ones 
this season! Concentrate on Rhythm Step Re ete one 


to build up your season’s sales! selling area! See how it can bring you 
extra, new customers now! 


RHYTHM STEP SHOES 


Made by Johnson, Stephens & Shinkle Shoe Co., St. Louis, Mo. 
New York Office—616-620 Marbridge Bidg. 


February 14, 1942 











What better expression of 
Matched Pairs than shoes identical > a 
in toe structure — worn by identi- 
cal twins? 


CELASTIC Box Toes fortify chil- 
dren’s shoes, make them ready for 
the tumble and stumble of play 
time by fusing lining, box toe and 
doubler into a single structural 
unit. 


This durable CELASTIC unit has 
the ability to reproduce the design 
of the last, accurately and smoothly 
—to maintain toe shape through- 
out the life of the shoe and to 
insure wrinkle free and sag proof 
toe linings. Young America’s foot- 
wear, when fashioned with 
CELASTIC, has the comfort quali- 
ties that are kind to growing feet 
— sought after by wise, considerate 
parents. 


TRADE MARK 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The choicest flower of spring’s footwear creations... 
Tweedies ...they’re like a spring tonic in any shoe- 
man’s store. Yes—alert buyers everywhere are dis- 
covering the dynamic selling power, not only in 
Tweedies’ styling, but also in Tweedies’ easy-fitting 
top-line treatment. It’s an amazing shoemaking de- 
velopment, one that builds a repeat-customer follow- 
ing and one you can’t afford to overlook. 





464 REG. us. pay 
“tring c > ore. 


3199 

Rico Sand Maracain 

With Golden Blonde and Stirrup Tan Maracain Trim 
Top-Line Treatment U. S. Pat. No. 2,240,816 

141 Last 22/8 Continental heel 








TWEEDIE FOOTWEAR CORPORATION .. . . JEFFERSON CITY, MISSOURI 
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CHESTER F. REITH, president of 
The Juvenile Shoe Corporation of 
America, St. Louis, Mo., says: 

“WE ARE AT WAR—This means 
that our Government will get first 
selections and quick deliveries on all 
materials and supplies. 

“WE ARE AT WAR—This means 
that shoe factories will receive only 
leathers and supplies the Govern- 
ment does not need or want. 





“WE ARE AT WAR—When you 
open your shipments of shoes and 
find thorn scratches, take it with a 
smile, and just remember that you 
and I are lucky with only having 
scratches on our shoes, when the 
boys at the front are taking lead and 
scrap-iron in their bodies.” 

* * ” 


JOSEPH B. EASTMAN, director of 
defense transportation, told the 
American Transit Association: 
“With war traffic requiring an 
ever-increasing portion of the trans- 
portation system, America will have 
to rely more on shoe leather in 
traveling. It is quite evident that 
to a considerable extent shoe lea- 
ther will have to take the place of 
rubber and that the civilian popu- 


, 
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lation will find it necessary to sub- 
stitute leg power, afoot or on bi- 
cycles, for much gas power. Travel 
for mere pleasure or sightseeing 
and the insatiable appetite of the 
public for all manner of conven- 
tions must also be curbed and 
brought within much narrower 


bounds.” 


oo of e 


THE Editor is sporting a magnif- 
icent hand-tooled leather belt, with 
a large silver and gold buckle, 
carved, chased and initialed. It was 
presented to him at the recent 
Texas Convention in Fort Worth 
by general chairman Dave L. Tan- 
dy, in behalf of the committee. The 
editor is proud to show the belt to 








one and all and flaunted it (with- 
out any coaxing) at the recent CE- 
PA-SA-LA meeting at Hershey, Pa. 
With such an adornment to his 
midriff, he is in full accord with 
the national idea of the elimination 
of vests—so that he can show off 
his belt. Every visitor who comes 
to the office has to have a flash! 
* 7 * 

ONE of the pleasant interludes at 
the Hershey, Pa., meeting of the 
Ce-Pa-Sa-La was a little remark 
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of Trade 


made by Major Joseph W. Byron, 
Jan. 23, that on the previous evening 
the Major had presented to L. V. 
Hershey a Silver Beaver as a token 
of his work for the Boy Scouts of 
America. 

The Boy Scouts of America now 
number 1,570,962 and troops and 
cub packs total 50,739. The scouts 
are increasing by leaps and bounds, 
which prompts Chief Scout Execu- 
tive, Dr. James E. West, to say: 

“Because of the war, the Boy 





Scouts of America is urging men 
who are unavailable for military 
service to accept responsibility of 
leadership in Scouting, and also the 
movement is making an effort to 
attract a greater number of boys to 
the war work its present membership 
is carrying on in order to achieve 
victory as soon as possible.” 
- . 


MAXWELL FIELD, executive sec- 
retary of the New England Shoe 
and Leather Association, interprets 
the shoes of 1941 statistically: 
“Total production during the 
past year amounted to 493,471,301 
pairs. It should be noted, however, 
that the annual total represented the 
output for only 844 shoe factories, 

























which produce approximately 97 
per cent of the total output of foot- 
wear, so that the final official fig- 
ures of shoe production for 1941 
will undoubtedly be equal to and 
even exceed 500 million pairs. As 
compared with the output in 1940, 
production this year was greater by 
89 million pairs, or 22 per cent. 
Men’s work shoes showed a per- 
centage increase in this period of 
9 per cent and men’s dress shoes 
21 per cent; youths’ and boys’ in- 
creased 26 per cent and infants’ 
26.5 per cent. Output of women’s 
shoes was 20 per cent greater and 
while part-leather and _part-fabric 
shoes increased 37 per cent, all- 
fabric shoes dropped 31 per cent 
during this period. 

“Shoe production during Decem- 
ber totaled 38,150,988 pairs, an all 
time high for the month of De- 
cember, the U. S. Bureau of the 
Census reports, representing an in- 
crease of 10 per cent over Novem- 
ber, 1941, when according to re- 
vised figures, 34,768,395 pairs were 
produced, and an increase of over 
seven million pairs or 20.6 per cent 


over December, 1940.” 





H. C. FREEMAN of the Freeman 
Shoe Corporation, Beloit, Wis., 
says: 

“In our opinion retail business 
activity will probably equal that of 
1941. Employment at good wages 
is assured. That in itself would tend 
to make business excellent but there 
is the further important factor that 
the public, realizing the probable 
future shortage on many commodi- 
ties will be inclined to make pur- 
chases in anticipation of needs. 

“We believe you can get necessary 
leathers and supplies. At least our 
experiences so far indicate that for 
the next several months, at least, we 
will be able to secure the supplies 
necessary to maintain our manufac- 
turing schedule. We realize there are 
many difficulties ahead for all of 
us and undoubtedly there will be 


an unusual amount of disappoint- 





PLACE YOUR BET 





—To the Boston Globe we are in- 


debted for the following item: 

The Late George F. Baker, Sr., so 
it is said, used to attribute the foun- 
dation of the great success of his 
First National Bank of New York and 
of his personal fortune to what he 
termed a “riskless gamble." While 
the story is doubtless apocryphal, it 
is perhaps worth repeating. 

During the Civil War, according 
to fhe story, Mr. Baker realized he 
must make a fundamental decision; 
either the North would win the war 
or it would lose. If it lost, then it 
was clear to Mr. Baker that both he 
and his bank would be ruined. But 
if it won, government bonds, then sell- 
ing at large discounts, would surely 
be worth par. 

Strictly from a financial stand- 
point, and leaving sentiment and 

iotism aside, he therefore con- 


patri 

cluded he had no other course than 
to bet on the North. So Pg ages 
in governments, mar gon y so 


doing pei - m gambling money 
valueless, 


and thet te = on p= Mi a risk- 
less venture, 

—And the great fortune left by Mr. 
Baker is best evidence of the 
soundness of his judgment. 

—Many men have asked me re- 
cently: “What can | do with my 

to protect my family and 
pls tes the future seems so dubi- 
ous to me?" 

—My simple answer is “Invest it in 
America—lf America loses, your 
money won't be worth a damn. 

—"But if- rr aagr wins—as she 
will—you' sitting on top of 
the world." r 

—Much patience, much hard work, 
many sacrifices will be necessary 
—but there's only one result— 


Victory. 





ments, particularly in securing 
specialty leathers and certain colors. 
These things, however, are inciden- 
tals and we do not feel are of great 
importance to our general program. 

“Certain tanning chemicals and 


chemicals necessary for dyes are 


already difficult to secure and it’s 
reasonable to presume that before 
long production of essentials like 
clothing and shoes will tend toward 
simplification and standardization. 
How soon, we don’t know, but de- 
cisions come pretty rapidly these 
days.” 
- — * 

THE rubber problem is far more 
serious than we think. Normal 
U. S. crude rubber consumption is 
about 600,000 tons a year, only 
50,000 coming from areas, includ- 
ing Ceylon, not already controlled 
or immediately threatened by Ja- 
pan. Our main supplies have orig- 
inated in Malaya and Netherlands 
East Indies, about equal amounts in 
each. Existing crude stocks, over 
half in the government’s reserve, 
are more than 500,000 tons and at 
least that amount of reclaimed rub- 
ber, heretofore used to the extent 
of 30 per cent of the crude, can be 
recovered from collectable waste. 
Our synthetic plants under con- 
struction are expected by the year- 
end to be producing 40,000 tons a 
year and plans have just been au- 
thorized to treble this volume. 





LEONARD W. LIBBEY, general 
manager of the Continental Cloth- 
ing Company, Boston, speaking be- 
fore the annual convention of the 
New England Clothiers’ and Fur- 
nishers’ Association, said: 

“The public is demanding truth, 
honest advertising and fair dealing. 

“Are exploitation, misinforma- 
tion and pure ‘gyp’ under fire? 

“Are frankness, fairness and old- 
fashioned honesty going to be a new 
vogue in these fast-moving days? 

“Consumer consciousness is 
awake, The public likes these new 
regulations that have been imposed 
on us in recent years. 

“Free business enterprise does 
not mean that a manufacturer or 
a merchant has permission to prof- 
iteer, plunder or panic the public. 
Retailing is public service. Public 
service industries will be rigidly, 
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ruthlessly and rapidly regimented if 
they deserve it and especially if the 
consumer’s © righteous wrath is 
aroused.” 

_ * * 
JAY IGLAUER, vice-president and 
treasurer of The Halle Bros. Co., 
Cleveland, Ohio, says: 

“It seems almost unnecessary to 
remind you of the painful adjust- 
ments and losses that followed the 
first World War, but if time has 
softened that recollection, the Com- 








modity Price Index of Whotesale 
Prices, exclusive of Food, U. S. 


Dept. of Labor, 1926 = 100, 
showed: 

1917—114.2 1920—161.3 
1918—124.6 1921—104.9 
1919—128.8 


A drop of 35% from 1920—the peak. 
“In 1921 a group of 468 com- 


panies showed a decline in inven- 
tory values of 26.29 per cent under 
1920. In dollars, the total amount of 
inventory adjustments in 53 compa- 
nies in 1920-1921 was $320,671,- 
893. Many of these companies were 
engaged in the field of distribution 
-—some of them retail stores. 

“This recital does not take into 
the picture the terrible losses that 
were suffered in plant write-downs 
and net earnings, as the result of 
which some of these companies 
went out of business. I cite only 
the inventory write-downs and the 
price indices to show what may be 
expected at some time in the future 
unless we accomplish two major ob- 
jectives: 

“(1) Better control of our inven- 
tories, in relation to volume of 
sales; and (2) Some accounting ar- 
rangement by which the unrealized 
profits and the inflated ‘values are 


kept out of inventories.” 
- a a 


H. A. BATTEN, president of N. W. 
Ayer & Son, Inc., says: 

“Ask a hundred men for a defini- 
tion of advertising, and you will 
get a hundred different replies. 
Nearly all’ of them, however, will 
contain the word ‘selling’ or the 
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word ‘sales.’ Selling is not aiways 
advertising. But advertising, it 
would seem, is always selling. 

“No, advertising has one specific 
thing to do; and that is to inform, 
and often—but not necessarily al- 
ways—to persuade. Let’s not con- 
fuse information and persuasion 
with selling. Because if we insist 
that the terms are the same, the 
word ‘selling’ is going to lose its 
meaning. 

“We can use advertising to in- 
form. We can use advertising to 
persuade. We can use advertising 
to convey any kind of message 
which it is desired to convey to the 


trade or public.” 
* + * 


“Ip . 

your company is oversold far 
ahead, says GREY MATTER (pub- 
lished by Grey Advertising Agency, 
Inc.), this item isn’t for you. But 
if, for example, you make civilian 
items, and find that selling is still 
essential, here are some specific sug- 
gestions for your sales force that 
you might want to weave into spe- 
cial bulletin: 


1. Don’t, Mr. Salesman—please don’t— 
become distributing agency for alarming 
war rumors. You can't sell customers 
by upsetting them. 





2. Don’t spend so much time talking 
about war that you're being ushered out 
before you have time to talk about your 
line. 

3. Don’t scare, or try to scare, cus- 
tomers into buying. People become con- 
ditioned to shocks in war-time. They 
don’t scare so easily. 

4. Don’t be as changeable as a weather 
vane in your attitude toward the future 
of business. Don’t feel one day that 
you're going out of business—next day, 
that volume has no ceiling. Try to fol- 
low an even tenor. 

5. Don’t neglect regular customers for 
new war-born outlets. Remember—both 





you and we expect to be in business 
when war is over. 

6. Don’t think your credit department 
is being stupid when it keeps an eagle 
eye on accounts in boom areas. Things 
can happen fast in those areas. 

7. Don’t forget, today, those little hu- 
man touches that all good salesmen em- 
ploy. These are emotional. times—the 
more interest you show in the other fel- 
low, more welcome you'll be. 

8. Remember, always, that you're out 
there selling for today and tomorrow. 
Do a good job for both markets and 
you won't have to worry about post-war 
readjustments.” 


a 















































“Fine time to remember that she forgot to turn off the gas under the potatoes.” 
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F IGURES released by the Commerce De- 
partment show that 844 shoe factories 
representing 97 per cent of the industry 
increased production of footwear in 1941 
by 22 per cent above 1940, for a total of 
493,471,301 pairs of boots, shoes and slip- 
pers of all types. 

A partial breakdown of the report 
showing types and number of shoes pro- 
duced follows: Government shoes, dress 
type, 5,232,508; work. type, 9,872,866; 
civilian shoes, men’s dress, 88,040,949; 
work, 32,249,177; women’s, 182,003,948; 
youths’ and boys’, 19,250,857; misses and 
children, 47,860,540; infants, 27,511,921; 
slippers and moccasins, 50,572,891. The 
remaining 30,000,000 pairs of shoes by 
types made were athletic, part-leather, 


14 


and part-fabric, all-fabric, beach sandals, 
and all other footwear. 

* = + 
R. R. GUTHRIE of the Textile, Clothing 
and Leather Goods Branch of the War 


Production Board, has asked the goatskin, 


kidskin and cabretta industry to conserve 
skins in order to meet military and essen- 
tial civilian requirements, as the entire 
United States demand is met by imports. 

Part of the text of Mr. Guthrie’s letter 
follows: 

“Your situation in the leather industry 
is unique because all goatskins, kidskins 
and cabrettas are imported. Your future 
supplies may be severely curtailed, and 
yet you may be called upon to meet in- 
creased demands for military and civilian 


products. From ‘now on, therefore, you 
will have to conserve some of your skins, 
so that as the impact of war strikes this 
nation harder, you will have -prolonged 
the supply and prepared a stockpile that 
can be used wherever leather will be most 
needed. You will aid the nation further 
by employing tannages that will yield the 
maximum in finished leather, and by 
devising new methods that will use substi- 
tute materials without impairing the ser- 
viceability of your product.” 

Goatskins, kidskin and cabretta are 
used as uppers for shoes, especially wo- 
men’s shoes, as well as for gloves, gar- 
ments and leather goods. Army and Navy 
demands for the skins are considerable 
and are expected to cut into civilian sup- 
plies. 

Approximately half of the goat and 
kidskin supply comes from India. The 
remainder comes from the Red Sea-Near 
East, East and South Africa, and South 
America. Cabretta, which is the skin 
from hair (as distinguished from wool) 
sheep, comes from the same countries, 
mostly from South Africa and South 
America. As shipping becomes more dif- 
ficult, the continued importation of these 
skins becomes increasingly more uncer- 
tain. 

a a * 
THE Division of Industry Operations of 
WPB has set at 25 per cent the titanium 
dioxide which must be set aside by pro- 
ducers for direct allocation. This is in- 
dicative of the growing shortage of the 
chemical, important to the shoe industry 
as a tanning agent. 

= = = 
THE second war power bill, passed by 
the Senate, gives the right to the Presi- 
dent to condemn and dispose of any real 
or personal property considered neces- 
sary for war purposes. This means that 
Mr. Roosevelt now has the power to take 
over industries, and productive equipment 
and operate the same. It is conceivable 
another clause may be used to effect com- 
pulsory pooling of facilities. 

Of course, compensation is to be given, 
but there is no doubt that this bill would 
provide ample authority for the President 
to oust the “parasites” from Washington 
dwellings to quarter the colossal army of 
government workers now en route to the 
capital, many of whom, in the estimation 
of home owners are the real “parasites.” 

Another provision of the bill would per- 
mit the WPB to inflict a $10,000 fine on 
priorities violators, as well as terms of 
imprisonment. 


* ~ = 
SECRETARY of the Treasury Morgen- 
thau who so far has “out-Hamiltoned” 
Alexander Hamilton, but in reverse, pro- 
posed in a speech recently in Cleveland 
that it is high time for the Federal Gov- 
[TURN TO PAGE 32, PLEASE] 
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THis is a reproduction of 


4 large photo used in the center 
of window display illustrated 
A at the top of next page. The 
shoes were beautiful speci- 
mens, while the hammer, aw! 
and lasting pincers all bore 
unmistakable marks of being 
really used by craftsmen. This 
same picture was run in an ad 
with just this copy, “Bullock’s 
Hand Welted Shoes.” No price 
was given. This ad sold men’s 
shoes for weeks after it was 
run. 
Story on following pages 
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DRAMATIZED DISPLAYS 


Sell Men’s Shoes ta e Rae appears 








Quality was dramatized 

in this display of hand- 

oe Se Sy ne DRAMATIZED DISPLAYS SELL MEN’S SHOES 
Six small photos illus- 
trating various ocesses . : : , ~“ ; F ° 
ri os natal ‘able ad STRONG, dramatic window displays, centra‘ized on one single thought, will sell more men’s 
these a Meer shoes than any other presentation effort. 

ers e. D t . . ° 

peste rad pve eg To bring man after man into a store or shoe department saying, “Please show me 
blowup of a_ finished such-and-such a shoe” means the displayed shoes have created the right psychological 


pair of shoes, together 


with the tools of the effect. 
oe cee Oe In selling men’s shoes, it is absolutely n>cessary to get this psychological attitude im- 


Se ee mediately. This can best be accomplished b, telling one shoe story at a time, but telling 
that one with all the dramatic force possible. 
Men do not shop the newspapers and stores for shoes as .women do. A good, fast- 


A “Mr. and Mrs.” win- 
dow which had a coun- 
terpart of women’s shoes 
adjoining it. Both win- 
dows being titled “Meet 
Mr. and Mrs. Casual.” 
An early Springtime fan- 
tasy and very effective. 
This window sold shoes. 





Again the board idea is 


by FRED BR. MORGAN, Jr.. used, this time for a 

SHOE BUYER IN BULLOCK’S MEN’S STORE, LOS ANGELES showing of casual shoes 
Constructed for Cali- 

selling window will stop men, even if they are hurrying to keep an appointment. wwe ths eiaaioedh tee 
Men will see a showing of shoes which appeals to to their logical minds. They will ture of showing how the 

see something they like and they will buy it. When they are in this buying frame of mind, — a — 
they are open for suggestions for one, two or three more pairs. This is not just theory, goes into their shoes; 
but is demonstrated enough times daily to make life really well worth living. they will study a window 
, of this nature. Each shoe 


Sectional displays carrying out exactly the same merchandise ideas as sponsored was named and priced. 
in the windows, will further tend to make shoe selections easier for all concerned. This window sold shoes. 
When a man sees just a few pairs of shoes in a window, or just a general shoe trim, 
the direct buying urge will come only when necessity de- [TURN TO PAGE 32, PLEASE] 


Here are twenty different 
styles of Spring shoes on 
the board in the back- 
ground. Underneath each 
shoe is the name of the 
make and the retail price. 
Copy on the card reads: 
“Take a number from 1 
to 20 in our new line-up 
of Campus Shoes. You 
will pick a winner every 
time. You can do it 
blindfolded and still be 
right.” Many men came 
in asking for certain 
shoes by numbers as in- 
dicated on the board. 
This window sold shoes. 








Pretty clothes for ‘off-duty are strongly 
urged this year. This pretty dress with flat- 
tering pleated peplum, softly shirred bodice 
and sleeves, in a hearts, spades, diamonds 
and clubs print, is an Eisenberg Original. 
Pretty feminine hats and shoes belong with 
such dresses and soft dressmaker suits. 


Spring Fashions 
Are PRETTY 
And FEMININE 


Last Week We Showed You “Good 
Bases for Defense" . . . Types of the 
Sturdy Sensible Shoes You Are Selling 
for the 1942 Woman's Working Hours. 
Here We Give You the Other Side of 
the Picture, Gay Novelties and Pretty 
Dainty Shoes for Off-Duty Hours. 


Reading from left to right: Patent leather trimmed with 
grosgrain makes a smart Spring shoe, the open toe and out- 
side shank adding to the pretty feminine look. Flirtation 
Shoe by Du-Cette. Gay little red sandal with nailhead trim 
for less formal Spring and Summer costumes. From Laird 
Schober. Mesh . . . synthetic yarn here . . . with leather 
stripping trim, collar and heel, in the popular sling pump 
is right for off-duty Summer dresses. From Newton Elkin. 
The opened-up oxford with d’Orsay line and higher heel is 
number one dressy street shoe with many women. From 
Vitality. Very much in the news, very flattering for street 
shoes as well as dancing is the ballet slipper. An Avonette. 














THERE shouldn’t be any monotony in women’s clothes 
this Spring—not if you are ready to play up the off-duty 
shoes just as enthusiastically and dramatically as you 
have been promoting the “defense” shoes. If you are 
wise you will begin right now to talk about the other 
side of the Spring fashion picture. Find out what hap- 
pened in the last war, if you don’t remember it your- 
self. At first, there was a rush to uniforms and the cut- 
ting out of dressy, feminine clothes. Then came the 
reaction. The men home on leave wanted to forget the 
war. Women in uniform were no help in doing that. 
But women dressed as charmingly as in peace-time— 
more charmingly if possible—did banish the war during 
those few precious days of leave. 


The Gay Sandal 


In this war, the gospel of pretty clothes and pretty 
looks is being preached earlier and more insistently. 
When the Spring lines were first shown last Oétober, 
there were plenty of gay, feminine-looking shoes in every 
showroom. All those attractive, colorful sandals—very 
open and frivolous—what were they for except to give 
the other side of the picture to the sturdy, closed defense 
oxfords and buckle shoes? In fact, sandals were the 
style news of the October Show. There were delicate, 
strip sandals on high heels in solid colors, multi-colors 
and ombrés, in leathers and colorful fabrics. And there 
were sturdier sandals on low heels in heavier leathers 
and more practical constructions. But both kinds of 
sandals were designed with the thought of making the 
wearer attractive and feminine and not too practical 
looking. 


The Popular Pump 
Perhaps even more popular than the sandal is the 
open-back pump. This is having a very big revival this 
year. Manufacturers consider that they have now ironed 





out the fitting difficulties which were the chief reason 
for the failure of sling pumps a few years ago. Certainly, 
nothing could be more utterly feminine than this shoe. 
The closed back pump on closed walled last—or with 
open toe—with the popular flaring throat ornament is 
still strongly in the picture and has the freshness and 
daintiness needed for a dressy Spring shoe. 


Mrs. Typical Customer's Shoe 


We hardly need to speak of the higher riding shoe 
with opened-up vamp, either in a slipon or an oxford. 
It is always a number one seller. It is your Typical 
Customer’s choice, nine times out of ten. For a second 
street shoe she may choose a pump, but year after year, 
your higher riding shoes—opened-up for warm weather 
wear—will be best sellers in the length and breadth of 
the land. 

Novelties Are Good 


Don’t forget that novelties in soles and heels and lac- 
ings are strong in Spring shoes. Rocker bottom clog 
soles, wedge, semi-wedge and thick, high “peasant” 
heels, are being shown on many sandals and some 
pumps. They are being used to give the exotic look— 

[TURN TO PAGE 37, PLEASE] 


Reading from left to right: High rocker bottom soles are 
very much in the picture. Shown here on a low heel with 
sole and heel of painted wood, a thin leather sole next to 
the foot. From Fred Ullman. Anklet strap and flaring vamp 
ornament . . . you can’t see the dice but they are there 
buttons . . . are the special style points of this 
beautiful sandal in a Persian type print. From La Valle. 
The strip sandal has been style news this Spring. Shown 
here in a beigeto-brown ombre. From Tupper. Color is 
the news in this shoe . . . brilliant emerald green trimmed 
in clear yellow and gold nailheads. From Brauer Bros. 
The thick clog sole on a nig heel gives an exotic look to 
this natural-to-tan A dal.. Reptiles have been 
especially good this season. Hamilton, Scheu & Walsh. 
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Will You Be in the Shoe 


“Put your house in order,” the wholesaler advised while business was still booming. 
When the storm broke the merchant had his stock in good condition, a cash balance in 
the bank and a sinking fund to liquidate his indebtedness. 


WILL YOU BE IN THE SHOE BUSINESS IN 1950? 
For many of us that question will not be answered for 
eight years. Others will plan, step by step and shoe by 
shoe, until the destination of their business is as sure 
as the relentless tramp of our armed forces to victory. 

Winning a war at arms or in business requires action 
that has been planned in advance and carefully co- 
ordinated. Campaigns and policies must be mapped 
out over a period of years. These plans must be flexible 
enough to meet the exigencies of the moment and must 
be ‘subject to changes and variations. Nevertheless a 
definite course must be followed and the campaign must 
be carried to its objective. 

Preparation must be made for every eventuality. There 
will be reverses, whether it be in war or in business. 
These reverses must be met with renewed assaults and 
determination. Defeatism is just as deadly in business 
as it is in war. If we go down in one of the many 
crises we have to meet, let it be said we went down fight- 
ing. No defeatist ever became a great business leader. 
He could not get the*feeling that every change was a 
challenge to his wits and welcome that change as a 
diversion from the humdrum existence that carries us 
down into the ruts of business stagnation. 

In 30 years in the shoe business, we have met nearly 
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every conceivable kind of personality. We have seen 
those with the perpetual grouch as well as those per- 
petually shedding sunshine as though they never had a 
care in the world. We have seen self-centered individ- 
uals and we have met a horde of good fellows, coopera- 
tive, active, happy and prosperous. Not all the pros- 
perous ones were rolling in money. But we found a 
great many in the small towns prospering in the sun- 
shine of friendship and the love of their fellow men. 

We have seen the plains of the Dakotas, planted and 
replanted after a five-year drouth, the farmers secure in 
the knowledge that the next change would be the right 
one, the merchants as pleasant and cooperative as 
though they were trade leaders in the country’s metro- 
politan centers. We have seen those fields and towns 
again bring forth bountiful crops and four-fold business. 
We have seen the dust bowl of Kansas and Oklahoma 
blossom forth like a city after a blackout. 

Those pioneers who survived like depressions will 
need no word of caution to guide them through the maze 
of new adventures confronting us. They will make long- 
range plans that will guide their businesses through the 
rough waters ahead to the calm harbor of good fortune. 
They will meet every adverse condition as a challenge 


to their wits—meet it with pleasant determination, with 
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Resolute Determination. 


by PATRICK A. MORGAN 


their eyes on the distant landmark of free enterprise, 
that will guide them through the rough shoals to the 
happy hunting grounds of “Business As Usual.” 

There will be no business as usual until this country 
has won a victorious peace. We may as well face the 
issues squarely, anticipate them and plan to surmount 
them. 

On a recent visit a merchant told me that his fortune 
had been saved after the last World War by the advice 
of a friend in the wholesale business. When business 
was booming after the war and not a cloud could be 
seen on the business horizon, this wholesaler told him: 
“Put your house in order.” The merchant accepted the 
advice, with the result that when the slump hit, he had 
barely a running stock. He had plenty of cash on hand 
and a sinking fund that would have sunk him had it 
been in stock instead of cash. Consequently this mer- 
chant not only weathered the storm—he profited by it. 





|T is much more important to build a sinking fund 
when business is good than when it is bad, for when 
business IS bad no merchant will try to buy more than 
he can sell. Of course, we are meeting entirely new 
problems today. We haye seen the automobile business 
frozen for the first time in our history. There is little 
likelihood that the shoe business will be frozen, but it 
may become more and more standardized. Therefore 
the shoe merchant should plan for this eventuality and 
be ready to meet it when and if it comes to pass. Even 
should you fill your basement and all available store- 
rooms with today’s shoes it will avail you little if a 
wave of patriotism sweeps your customers into wooden 
soled shoes and you are holding leather soled shoes that 
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Business in 1950? 


Flexible Planning and a Resourceful Management 
Needed So Merchants Can Be Ready for Any 
Eventuality and at the Same Time Pursue a Steady 
Course toward Desired Objectives—Defeatism as 
Dangerous in Business as in War and Retailers 


Should Meet the Problems of the Future with 











PREPARE NOW FOR FUTURE UNCERTAINTIES 


Some Basic Things Every Shoe Mer- 
chant Should Do to Meet the Emergency 


Keep merchandise stocks in a well balanced 
condition. 


Build a sinking fund to take care of taxes, 
indebtedness and emergency expenditures. 


Don’t be stampeded by fear of shortages to 
buy beyond your needs. 


Study the changing moods and requirements 
of your customers to anticipate what will sell. 
Get out and rub elbows with folks. 


Cultivate a longe range vision in planning 
and preparing for the future. 

Try to discover new sources of profit. Look 
about for gadgets you can sell in your shoe 
store. 

Adapt your store, window displays, adver- 
tising to the tempo of the times. Promote 
sanely, but make your promotions interesting. 

Preserve a hopeful, optimistic viewpoint in 
your planning and in contacts with your cus- 


tomers. 






mark you as a slacker. THIS AND MANY OTHER 
THINGS ARE POSSIBILITIES AND SHOULD BE 
CONSIDERED IN LONG RANGE PLANNING. 

Don’t be stampeded by the thought that unless you 
buy beyond your needs you may not be able to get mer- 
chandise to sell. Certainly the shoe industry will develop 
salable merchandise as necessity arises and patriotic 
citizens will wear it. 

Shoe buyers may well place their confidence in what 
the standard factories are willing to deliver three to six 
months hence and place their orders accordingly. 
Changes in shoe styles, fabrics and designing are not so 
rapid thet any merchant need hesitate to place his needs 

[TURN TO PAGE 32, PLEASE] 
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Route or high ence... bags that leek wendertal wih 

. yew tllered week and guberdin —_ 
Ried merel waters, Preterred far longevity and primenty 
Sonnty—rare priees at prices lke sheen, 


SPRING [8 EN THE ADS 


FRoM alligators to daffodils—-from service-uniformed 
American women to Javanese dancers in costume—from 
yucca to giant redwood—from playful calf to tricky 
tiger—from a blob of black to the brightness of the sun 
itselfi—timely theme-telling sketches decorate the first 
ads for Spring, 1942, making them the most intriguingly 
informative collection we’ve seen in the nation’s news- 
papers in some time. 

Not only do their snap and swing give even the most 
casual reader a quick, happy Springtime lift, but they 
follow through with copy that fairly sings, setting a pace 
for 1942 advertising that proves how completely the 
country’s stores are carrying on. Only in the promptness 
of some stores to tie in with the footwear requitements 
of Home Defense workers is there any indication of 
“war psychology” from any part of the country. Which, 


of course, is good for the morale of all of us. For every, 


woman is urged to be both practical and pretty, to dress 
appropriately for her daily duties, but to be her loveliest 
when she turns to social relaxation. 

How varied are the sketches that may dramatize a 
selling point is apparent in a glance at the first ads for 
Spring patents, coming in from Texas. Sakowitz Bros., 
Houston, uses a bold hand-lettered heading, “Black 
Patent—Stepping Stones to Spring” and describes them 
as “Light hearted—cleverly flattering—you'll be capti- 
vated by the subtle combinations of twinkling patent 
and dull-as-smoke gabardine—the flash of tiny nail- 
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heads, the daring open shanks.” Volk, Dallas, combines 
a lettered heading, “Sleek Black Patent,” with a shadow 
sketch of a daffodil to accent the heading, “As certain 
harbingers of Spring as the daffodils—.” Copy says, 
“Both choose mid-heels for easy transition from defense 
to social activities.” Titche-Goettinger, Dallas, places. 
the heading “Pristine Patent” against a bendayed back- . 
ground across which is spread a tiny-leaved Spring 
branch. Copy: “Patent shines in all its Springtime glory 
on the smartest feet in town. Here in Titche’s exclusives 
—ready to complement, with shining success, your new 
suits and dresses,” 

Wolff and Marx use white lettering against a black 
“brushed on” background. “Brighten your new cos- 
tume with Valwood’s newest creations in Gleaming 
Patent — light-hearted — cleverly flattering — you'll be 
captivated by them.” Frost Bros., San Antonio, call them 
“Sunshine Patents,” setting the roughly lettered words 
in the center of a many-rayed sun. “Gleaming radiant 
patents to wear now and for the season just over the 
horizon. To pep up your present wardrobe and glamor- 
ize your new prints.” 


WITH defense work increasing in importance among 
women as well as men, it is only natural that forward- 
looking ads should stress this angle. Natural, also, that 
the first of these ads should come from Washington 


itself, where Hahn uses insignia of various services to 
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Shoe Stores Herald the Coming Season in Ads 
Fully as Attraétive and Light-Hearted as Usual, and 
with Hardly a Suggestion of “War Psychology,” 
Save in Publicity Given to Footwear Designed for 
Defense Workers—Materials Featured for Spring 


Show the Usual Variety and Copy Writers Put 
Forth Best Efforts to Tell a Fascinating Story. 


accent their ad captioned, “Stratford goes ‘all out’ on 
fashion’s home front with Service Tan. Wherever you 
go, you see crowds of women busily engaged in defense 
work—Red Cross—Aid to Britain—Civilian Defense. 
They’re doing a job, and they’re dressed for it too, right 
down to their Service Tan shoes. Chic styles with em- 

[TURN TO. PAGE 40, PLEASE] 
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wear ads with a 
Spring flavor. 
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The Editor's 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Daylight—Slacks and Overalls 


THIS week time is pushed ahead an hour and by the 
same token, the evening hours are increased—daylight 
extended. The use of footwear, too, is extended—less 
shoes for show, more shoes for go. Women are going to 
use their feet for something other than fashion props and 
men and children are going to walk to and fro. What 
was it that the Prophet Daniel said? “Many shall walk 
to and fro, and knowledge shall increase.” 

Americans are on the move—not only those in war 
duty but those who work in the machinery of war. Travel 
the trains and see the families on the trek. Just as we 
move boys from the State of Maine to the State of 
Louisiana for war training (the wisdom of Alexander 
the Great in a modernized version of moving men from 
the hills to the valleys and vice versa) so, too, we are 
moving families and customers in the greatest move- 
ment of human, beings that America has ever known. 
All this indicates something in footwear—a change of 
types and use. 

Slick in slacks! Our eyes have seen, in our travels 
through the country, more women wearing slacks in 
cities for work, shopping and walking and it certainly 
must have some wartime significance. It isn’t that these 
women are doing war work; but their minds are “on 
the beam.” Slacks, up until now, were informal. Today 
they are nothing more or less than trousers for women. 
The mere fact that women have hips has nothing to do 
with the case. Slacks are worn in spite of the dimensions. 
Which brings us to the point of commenting: “When it’s 
slack time everywhere—what about shoe time?” It 
seems as though everything points to oxfords, stepins, 
casuals and low heels—“play” shoes become “walk- 
ables”—play heretofore implying “lounging about.” 

What of man, the original wearer of pants? He’s on 
the hot seat. If he is under forty and able to walk 
around, he is headed for the Army, for the wars and 
for the uniforms. If he is over the fight line, he is 
either working in munitions (if capable), in an office 
or in a store (if clerical) and his outlook of fashion 
is improving. He’s the guy who is going to wear the 
new things and we have found out, over the years, that 
there is far more audacity in clothing, colors and fancy 
weaves and patterns worn by the blokes above sixty 
than there is with boys in the conservative sixteen to 
thirty-six. All the oldsters are going to town this Sum- 
mer—make no mistake about it! . .. No comment. 
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Speaking sartorially—did you notice the picture of 
Prime Minister Churchill, in the RECORDER, wearing a 
convoy coat? That’s the new name for it. We have 
known it as the cover-all, used by grease monkeys in 
airplane and automobile work—related to the great 
national garb—overalls. Well, ‘the Merchant Tailors 
and Designers Association, the Custom Cutters and 
the Tailors Society now popularized the convoy coat. 
It is adapted to civil life in the form of an all-purpose 
suit, made out of covert cloth. It is adapted to travel 
by either rail or airplane and it is heavy enough to 
make a top coat unnecessary in ordinary Spring weather. 
It has inside bellows pockets and is one of those out- 
door suits that covers the “embonpoint.” You disen- 
¢angle yourself by the ingenious flip of the zippers. This 
offspring of the overall has a special war time use and 
has a super-special appeal to the fellow who would like, 
once in his life, to go without vest, coat and pants; shirt, 
necktie, belt and everything else. He can wear the 
convoy coat, as is. By the by—every time we read about 
“what the well-dressed man is wearing” we think “over- 
alls are still the great national suit of most men in 


America.” 


So here we are, at the crossroads of fashion. The 
feminine has usurped the masculine trouser and the only ° 
avenue of escape is for the man to go back to “Dr. 
Dentons.” If it is style-stealing we are taking about, let 
it be known—you can always take candy from a baby. 

This is no flight into the realm of merriment. This 
is actual change in dress—particularly so in the field of 
feminine footwear. It’s all very well for us to say: “The 
light and frivolous and feminine must be preserved” but 
women have something to say about THAT. We can 
try as we will to rationalize our stock to the demand of 
customers but we, once in a while, face a switch of 
interest that is greater than all the forces of inventory 
on the shelves of merchants of dresses, apparel and 
shoes. 

When we were in New Orleans recently, a merchant 
said: “Cancellation of the Mardi Gras has left me high 
and dry—with evening dresses, evening shoes, etc.” 
These things do happen! Some of the big events on 
your sales calendar in °4] will be voids in *42. You 
can’t compare January, 42, with January, °41, without 
high merchant gratification for the unexpected land- 

[TURN TO PAGE 47, PLEASE] 
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AND STYLE CONFERENCES 
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NEW N.S.R.A. HEAD IS STUDENT 


OF 


INTERNATIONAL 


HAROLD F. VOLK 


THE National Shoe Retailers Association is considered 
particularly fortunate in having, at this time, a president 
whose understanding of existing international condi- 
tions, and the effect they are likely to have upon busi- 
ness and industry, is undoubtedly much more compre- 
hensive and far reaching than that of the great majority 
of national trade association executives. 

Harold F. Volk, head of the nationally known retail 
establishment of Volk Brothers, Dallas, Tex., finished 
college just after the United States entered the first 
World War. He was graduated from Yale University 
with the class of 1917, having specialized there in the 
study of history and economics. His studies in history 
were pursued under the direction of Professor Charles 
Seymour, now president of Yale. Dr. Irving Fisher was 
his economics professor. Dr. Seymour, who at that time 
taught contemporary European history at Yale, was an 
expert on the subject and was sent by the United States 
to the Inter-Allied Committee to determine boundaries 
during the peace conference that followed the first 
World War. 

Mr. Volk served as a first lieutenant in the 90th Di- 
vision in France and later in Germany, in the Army of 
Occupation. One of his duties was to go ahead of the 
Army to secure billeting quarters, since he spoke both 
French and Germaii...Later, during the Versailles Peace 
Conference, he studied at L’Ecole des Hautes Etudes 
Sociales, a division of the Sorbonne. 

In 1919 Mr. Volk entered the firm of Volk Brothers, 
where he had the benefit of the long experience and 
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CONDITIONS 


Harold F. Volk Served as First Lieutenant During 
World War, Speaks French and German, Studied 
at Sorbonne during Peace Conference in 1919— 
Visited Washington Recently to Confer with 
OPA on Retail Price Situation and Attended 


Shoe and Leather Color Meetings in New York. 


extensive contacts of his well-known father, the late 
Leonard W. Volk. Throughout the years, Mr. Volk has 
maintained his interest in the European and international 
economic picture. In furtherance of that study he went 
to Europe in 1939, where he toured France, Switzerland, 
Germany and England, leaving ten days before the war 
started. 

On his return to Dallas he made an analysis of the 
war situation and predicted with amazing accuracy many 
of the events which have followed. His familiarity with 
the historical background, together with the advantage 
he had from his knowledge of French and German, 
enabled him to obtain a much deeper insight into Euro- 
pean conditions during his travels in 1939 than the 
average tourist would be able to obtain on a similar 
journey. 


AT the present time Mr. Volk is intensely interested 
in the war situation, both from the military and economic 
standpoint, and is giving much of his time to aid in 
America’s war effort. Only last week he visited Wash- 
ington and New York, attending a conference at the 
capital with officials of the OPA on problems affecting 
retail price control. His understanding of the back- 
ground of these problems and his keen interest in them 
will undoubtedly prove a distinct asset to the N.S.R.A., 
and it is a decided advantage to the shoe retailers of 
America to have a man of his knowledge and experience 
at the helm of the national association during this 
emergency. 
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Defense 
* for Your Country... * 
Defense for Your Feet... 


FOOT SAVER’S 
* *, a 
ail SDERVICE JITARS 


Service Shoes 


* 
styled for action ; 
‘ ) 


Ainsworth—in stock 
Turftan or Black 
polished calf. 


Just another “‘service”’ shoe has little chance to stand out among a 
dozen similar styles offered today. So Foot Saver arms its merchants 
with a variety of action styles aptly dramatized as Service Stars. Varied 
in design but alike in purpose, these Foot Savers enable you to satisfy 
every customer—every age group. And to fit every type of foot per- 
fectly! All are shaped over our exclusive Shortback* Lasts—banish 
gaps at the heel and instep without crowding at the toe. 


SHORTBACK* 


FOOT SAVER SHOES 


Made by the Julian & Kokenge Company Columbus, Ohio 
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*Reg. U. S. Pat. Off. 
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OTHER PEOPLE’S IDEAS 


by JOHN F. W. ANDERSON 


A Suggestion for Shoe Stores 


Here’s an idea that we think is 
pretty sound. Some stores have prob- 
ably got the jump on it already, but 
for those who haven't, here goes: 

After a customer pays for a pair of 
shoes — suggest that she take her 
change in defense stamps. As for ex- 
ample—suppose a customer buys a 
pair of shoes for $4.75 and hands you 
a $5.00 bill. Ask her if she wouldn’t 
like to take the change in the form 
of a twenty-five cent defense stamp in- 
stead of a quarter. If she buys a pair 
of shoes for $8.75—suggest defense 
stamps for the dollar twenty-five in- 
stead of in currency. The idea is not 
only good business for you and the 
government but bound to create good 
will with your customer and do your 
duty to your country. 

One more suggestion. Do not men- 
tion the idea at the fitting stool. Wait 
until the customer has decided on the 
shoes—paid for them or offered the 
money to pay for them. In other words 
—make the suggestion at the cash 
register and not at the fitting stool. 

* e * 

“WHILE OUR ARMED FORCES 

CARRY ON—CARRY ON HERE. 


“Carry your packages to conserve 
tires and other materials needed by 
our armed forces. Unnecessary de- 
liveries waste these essentials. Do your 
part! Do not ask your dealer to de- 
liver anything you can carry. 

“Our armed forces are doing a big 
job for us. We must carry on here 
while they carry on.” 
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The above theme of a recent ad of 
the Ohio State Council of Defense is 
worthy of attention of retailers in 
other states. In Ohio, the campaign is 
being carried on in over sixty cities 
by secretaries of the local retail mer- 
chant associations under the direct 
sponsorship of Governor Bricker. 


* *& 


Ali Styles at a Glance 


Each salesman on the floor at the 
J. L. Hudson men’s shop, Detroit, can 
make a quick and detailed study of 
every style carried in stock by means 
of a visual display idea developed by 
buyer Joseph H. Mitmesser. 

A single shoe in each style is placed 
in the stock racks in its proper posi- 
tion but in a special display box. 





DEFENSE STAMPS 


FREE 
*1 STAMP 


WITH ALL SHOES $4.20 AND UP 
50c STAMP 


WITH ALL SHOES $3 te $4. 


25¢ Sram 


Hp win the ary tating tem om the 


MILLERS 


Five South Marbet Seuee™ 








icant en sacl ted 





Help the government and get a 
apir of shoes—both for the price 


of one. 


These boxes are made the same size 
as the standard shoe box, but are 
open at the front and top. They are 
made of wood to facilitate constant 
use and handling. The shoes are 
placed in the boxes at a slight angle 
by means of a block under the heel— 
to permit quick glancing. 

The idea is especially useful for 
part time salesmen who are not too 
familiar with the store lines. It helps 
them to quickly refresh their memo- 
ries without a haphazard opening of 


boxes. 


* * * 


Skate for Health 


Shoe retailer Joseph Napke of New- 
castle, New Brunswick, has an inter- 
esting window display to call public 
attention to his stock of ice skating 
and hockey shoes. 

In one of his windows he has placed 
a miniature ice rink which is a dupli- 
cate in all but size of the nearby New- 
castle rink. Glass is used for ice and 
there are numerous figures on the ice 
—some in hockey uniforms and carry- 
ing sticks. Even the illumination is 
duplicated and seats for the spec- 
tators. The balance of the window is 
covered with artificial snow as is the 
roof of the rink. Sample hockey and 
skating shoes are scattered around the 
window for the customer’s attention. 
Signcards stress the value of skating 
and hockey for health and entertain- 
ment, and it is pointed out that this 
store can supply good quality skating 
and hockey boots, with or without 
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skates, for all ages and both sexes. 
Adults are urged to get on the skates 
for exercise and see that their chil- 
dren participate in skating as a health 
protection during the winter season. 

All buyers of skates are entitled to 
tickets entitling them to free admit- 
tance to the local rink. 


* * 


Protecting Future Markets 


Big time manufacturers constantly 
have the theme drummed into them 
that even though they can not produce 
enough to supply their existing mar- 
kets, they should continue to adver- 
tise—to protect future markets. 

There is probably a lot of truth in 
this and we often wonder if it doesn’t 
apply to the retail shoe store as well. 
Business may be good but you should 
still continue to keep the store name 
before the public with regular news- 
paper ads and mailing pieces. The 
time may come when shoe stores may 
be sorely in need of this “borderline 
patronage.” And surely, even when 
business is good, there are a few styles 
of broken lots that could use a little 
effective advertising to keep them on 
the move. 





TODAY IS 
FEBRUARY 
16 
MONDAY 
Somebody's Birthday or 
Anniversary 
Give a nice pair of 
shoes or slippers 
for an enduring 


Remembrance 











The above sign set up in the shoe 
department, with the date changed 
daily, is an important reminder to 
customers of important dates to come. 

* * - 


Sell Starters for March 


We may still be in the midst of Win- 
ter, but with the beginning of March 
in two weeks people begin to think «‘ 
getting out and buying new shoes for 
Spring. 


Here are a few ad phrases—some 
new, some proven—that may be useful 
in newspaper ads, interior and window 
displays: 

“March of Values” 

“Spring Festival of Values” 

“Pre-Easter Footwear” 

“Shoes that Hit the Bull’s Eye” 

“Styled Right—Fit Right—Priced 

Right” 
“First Flash of Spring” 
“To S-t-r-e-t-c-h the Family Budget” 
“March Firsts” 
“Spring Economies” 
“Shoes for Real Fun” 
“Spring Hit Parade” 
“The Right Shoe for Spring” 
“New Life for Spring” 
“Stepping-Out on Easter” 
“Taking Easter in Its Stride” 
“Give her a practical gift for 
Easter” 

“Put the Ease in Easter Shoe 
Buying” 

“It’s Easter—but Spring has just 
Begun” 

“For Easter Chic” 

“It’s a Gay Easter” 

“For Springtime and Eastertime” 

“Easter Shoe Parade” 





MONTHLY 


BONUS BASED ON SALES ACHIEVED 





During the last year, many shoe retailers have been 
faced with the problem of increased wages. Many 
stores have felt the need to increase wages for two 
fundamental reasons—the highly competitive labor 
market and the increased cost of living. 

The easiest way to increase income to employees 
is to raise base wages. However, this method has 
obvious disadvantages: (1) In the future it may be 
necessary to readjust wages downward again. (2) 
With the thought in the back of one’s mind that wages 
would have to be reduced sometime in the future, 
wages would not be increased the necessary amount 
at present. 

Following, is a bonus plan, determined by monthly 
increase in sales, as explained by Donald A. Fowler, 
general manager, Porteous, Mitchell & Braun Co., 
Portland, Maine. While the figures are for a depart- 
ment store, the proportions would also hold true for 
a shoe store: 

“I will try to outline our plan,” explains Mr. Fow- 
ler, “using hypothetical figures, as the simplest method 
of explaining it. For example, let us consider a given 
month’s sales increase of 20 per cent, compared with 
the same month last year. We take 20 per cent of the 
month’s participating payroll this year. 

“By ‘participating’ we mean all non-executive pay- 
roll, which represents those who participate in the 
bonus. We also simplify what we consider to be a 
month’s payroll by using the number of payrolls dur- 
ing that month, whether it be four or five weeks. 

“We will use a $5,000 per week payroll as a base. 
This multiplied by four weeks amounts to $20,000. 
Twenty per cent of this amount, which is the same 


percentage as the increase in sales, amounts to $4,000. 
We use this $4,000 as a grovs bonus, from which we 
deduce the total increased cost of non-executive pay- 
roll whether ‘participating’ or not. This means that 
we include any additional cost of ‘extras’ who would 
not participate in our bonus plan. 

“We will imagine that for this month the increased 
cost of payroll amounts to $1,000. We deduce this 
$1,000 from the $4,000, and the difference of $3,000 is 
available for the bonus. For the sake of clarification, 
we shall suppose that the payroll of the non-selling 
group equals the payroll of the selling group, each 
comprising 50 per cent of the total. 

“On this basis, $1,500, or 50 per cent of the bonus, 
is paid to the non-selling group, and this amounts to 
a bonus of 15 per cent on the four weeks’ non-selling 
payroll of $10,000, which is 50 per cent of the total 
payroll for that month. 

“In approaching our bonus arrangement to be paid 
to our selling force, which is already presumably 
earning increased commissions on increased sales, we 
pay this group but 50 per cent of the rate of bonus 
paid to the non-selling group. This amounts to 74% 
per cent on each salesperson’s basic wage. The other 
7% per cent is not paid out at all, for we feel that 
in ‘all probability our quarterly sales commissions 
total as much, if not more than this 74% per cent.” 

Mr. Fowler reports that the salespeople take a 
more direct interest in the progress of the business 
under this arrangement than ever before because their 
income is more directly tied up with the amount of 
sales. 
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Sell 99 Per Cent 
of Their 
Customers 


THAT'S THE RECORD WHICH JOHN MOSER & 
SONS, PEORIA, ILLINOIS, HAS ESTABLISHED. 
QUALITY MERCHANDISE AND RELIABLE FIT- 
TING SERVICE HAVE BEEN RESPONSIBLE FOR 
THE ACHIEVEMENT OF THIS SUCCESSFUL 


FATHER AND SON ORGANIZATION. 


F IFTY-EIGHT years ago John Moser, Sr., entered the 
shoe business in the 2000 block, South Adams Street, 
Peoria, IIl., as an employee of Urs Wys. At that time the 
distillery business was the principal business in Peoria. 
The distilleries were located along the Illinois River, 
which South Adams Street parallels. The distillers fed 
large droves of cattle adjacent to the distilleries the spent 
grains from the manufacture of whiskey. The yards 
where the cattle were kept were wet and sloppy and the 
men had to wear boots to keep their feet dry. During 
this period, the Wys store sold many more boots than 
shoes. Mr. Moser recalls that they carried only about 
two dozen pairs of shoes in stock, with boots making 
up the rest of the stock. Another circumstance favoring 
the sale of boots was the fact that the streets were not 
paved and for many months of the year were wet and 
muddy. The store at this time carried only men’s foot- 
wear. 

Mr. Moser remained with the Wys store until 1917. 
In the meantime Urs Wys had died and his son, Gotfrid 
Wys had taken it over. In 1917 Mr. Wys took in a part- 
ner, and Mr. Moser left the Wys store, moving a few 
doors down in the same block and opening a small shoe 
store and repair shop, which handled only men’s shoes, 
and carried two lines. In the meantime the character 
of the city had changed. The streets had been paved, 
the distilleries had been closed, but long before this they 
had ceased to feed cattle around the plants, boots had 
passed out of the picture, and shoes were worn by 
everyone. Mr. Moser now carried dress shoes as well 
as work shoes. 


30 


John Moser, Sr., and his son, John, Jr., both Recorver 
readers who “find it one of the most valuable tools of 
our trade.” 


When he opened his own place, Mr. Moser expected 
that repair work would be the big part of the business. 
It did furnish a lot of business, but the sale of shoes in- 
creased surprisingly. In 1919 he added a line of women’s 
shoes and in 1920 a line of children’s shoes. Since that 
time other additions have been made. 

In the Spring of 1919, Mr. Moser’s son, William, be- 
came a member of the firm. Another son, John, Jr., had 
started to work in the Wys store during his spare time 
when he was twelve years old. When he was twenty- 
three, he went to Montana to work in a shoe store. He 
returned in the Fall of 1919 and entered the firm, which 
was now known as John Moser & Sons. William Moser 
died in 1936, but the firm name has remained the same. 


IN the meantime, the store, which had been enlarged 
to take care of the increasing business, was still too 


small. In 1938 the firm moved next door to the present 
location, doubling its space. The present store is 25 x 100 
feet and has a full basement. It has an attractive front of 
black tile and is well lighted. The concern now handles 
three lines of men’s shoes, two lines of women’s shoes 
and two lines of children’s shoes, rubber footwear, shoe 
polishes and accessories. A line of ladies’ hosiery is also 
carried. 

“When we started after the World War to carry com- 
plete lines of shoes,” says John Moser, Jr., “it was com- 
monly predicted that we would make a failure in trying 
to handle high-grade footwear, as our store is 114 miles 

[TURN TO PAGE 40, PLEASE] 
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For Rent 


IN CHICAGO 


To Manufacturers: 


Sample rooms in The Republic Building, State at 
Adams, one-half block south of the Palmer House. 


To Jobbers and Wholesalers: 


Large spaces in the wholesale district and in the 
“Loop” District. 








To Retailers: 





Well-located store locations in several outlying 
shopping districts and a number of splendid “loop” 
locations. 


For complete information please consult 


LOUIS HALLER 
GORDON STRONG AND COMPANY 


209 S. State Street Harrison 8191 

















Will You Be in the Shoe Business in 1950? 


for a reasonable period. Over a period 
of years we have seen radical changes 
in both shoes and shoe merchandising to 
be sure, but those changes have come 
about gradually and about the only ones 
caught unawares were those who leaped 
to the bait when offered a “buy” on a 
gob of stuff that big business was fight- 
ing shy of. When buying for tne future 
it is well to stay within the realms of 
possibility in the amount of merchan- 
dise your organization can and will sell. 

Keep in the long-range vision that 
what is being made will be bought, sold 
and worn. Don’t overstock on merchan- 
dise that may be out-moded by neces- 
sity, demand or patriotic fervor. Far 
better to go along with the trend and 
reap the rewards of popular endeavor. 

Six months ago many merchants re- 
fused to place advance orders for even 
their required amount of footwear, say- 
ing: “I’ll wait until I need it.” Thirty 
days ago those same merchants were 
scrambling over one another to place 
unheard-of orders and cursing factories, 
personnel and wholesale men for failure 
to deliver. It is well for those dealers to 
take stock of themselves NOW and 
make plans to get in step with the 
march of progress. If the shoe fits, 
wear it, but profit by the experience as 
every wise merchant profits by his past 
mistakes. Experience teaches us how to 
plan our future course, and we are 
gaining a wealth of experience. Let us 
be thankful if those experiences have 
come in time. 

Man is not sufficient unto himself. 
Neither is a dealer self-sufficient.. You 
need now more than ever to get out and 
actually rub elbows with your public. If 
you have gone home for lunch every day 
for years, change your tactics and slide 
onto a stool at the lunch counter be- 
tween the shoes of your customers. Find 
out what is in their minds. You can 
learn a wealth of ideas from the prob- 
lems of the people. We are living in a 
changing world and change we must or 
be a recluse. If you have been accus- 
tomed to sitting behind your desk, por- 
ing over uncollectable accounts, throw 
them in the waste basket and snap into 
a new field of activity that will pay you 
many times over what those bills have 
cost you in time and brooding alone. 

Forget the the past, wipe the slate 
clean—old worries will only rob you of 
luscious profits to be had for the pick- 
ing. If you have been stuck in the store 
from 8 A.M. to 6 P.M., get out and say 
“Hi Neighbor” to your competitor. Find 
out what he carries in stock and don’t 
duplicate it. Why tie up precious capi- 
tal in that item you’ve had a half dozen 
calls for when it has .only a limited 
market? Get your competitors around 
a table and say: “You carry this item 
and I’ll carry that one.” 

Borrow a leaf from your druggist; 
look about for gadgets that will sell 
themselves from your front counter and 
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[CONTINUED FROM PAGE 21] 


create store traffiz. Hundreds of thou- 
sands of families are finding new 
homes and once they cross your thresh- 
old you ean make them come back. If 
you operate in one of those unfortunate 
communities drained of its young men 
by the army and the defense program 
—don’t grieve—change with your mar- 
ket—install a shoe waxing service to 
make shines last a week. The public 
does NOT like to shine its own shoes. 
Advertise a monthly service—a shine a 
week—waxed to last. Sell a book of 52 
shines tor $4.50 and keep the traffic 
coming. That will give you a chance to 
feature a different shoe each week on 
the traffic counter. Make your display 
attractive and sooner or later they’ll be 
trying on shoes while they wait for their 
shines. Any one of a hundred or more 
plans may be used to create store 
traffic and if used rightly may neces- 
sitate your organizing a store traffic 
patrol. 

Within a few years at most many 
young men will be returning to their 
home towns to marry the girls they left 
behind them and to raise their families. 
The more of those girls you can entice 
into your fitting fold by extra service 
the more men and families you will 
have on your fitting roster later. 

Sit down now and draw up a set of 
plans for the next eight years. Plan to 
remodel or redecorate with the military 





Observe 60th Anniversary 


WE START NOW OUR 
| GOTH YEAR OF SERVICE TO YOU! 
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WE'VE GOT GROWING PAINS AGAIN! 
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KRUPP & TUPPLY_... 


SHOE CENTER OF SOUTH TEXAS SINCE Fee? 





This dignified and well designed ad- 
vertisement was published by Krupp 
& Tuffy, inc., of Houston, Texas, to 


mark the beginning of their 60th 


year. 


motif. Get in step with the times. Jostle 
around among the crowds. Know what 
they are saying, thinking and doing. 
Change your route to and from the store 
—look at it from across the street. See 
what the other fellow sees and ask 
yourself if it is inviting enough to im- 
press the casual passerby. Throw away 
your anchors and steer for the land- 
mark of 1950. Take advantage of every 
favczable current, every trade wind 
that blows toward your goal. Don’t be 
stampeded into over-buying but buy 
your studied requirements six months 
in advance. Trim your sails to weather 
the storm from any quarter and—PUT 
YOUR HOUSE IN ORDER. 


Washington News Reel 
[CONTINUED FROM PAGE 14] 


ernment to tax the income of outstanding 
as well as future issues of State and mu- 
nicipal securities. 

Everyone will feel this tax as most peo- 
ple carry insurance, and insurance com- 
panies have been obligated by the laws of 
almost every state to buy state, municipal 
and authority bonds. Premiums will un- 
doubtedly have to be hiked, but the com- 
panies will be blamed. The government, 
of course, will not blame itself. 

_ + * 
It is slightly inconsistent for the Federal 
Government to recognize exemptions so 
far as past issues of government secur- 
ities are concerned, and on the other hand 
to make the,taxation of state bonds retro- 
active. 

Chief Justice John Marshall’s state- 
ment that the “power to tax is the power 
to destroy,” which he enunciated in the 
landmark case of McCullough vs. Mary- 
land, denying the right of Maryland to 
tax a federal instrumentality, seems to be 
in the discard. New Deal lawyers say 
that this is no infringement of states 
rights because the tax burden will be in- 
direct. 


Dramatized Displays 
Sell Men’s Shoes 
[CONTINUED FROM PAGE 17] 


mands. Then when he is in this frame 
of mind, the conversation usually opens 
with “Something in a pair of shoes, 
please.” 

Contrast this attitude with the man 
who breezes in stating positively, “I like 
those shoes in the window. Show me 
number 23, please.” Here the sale for 
the first pair is already two-thirds made 
as to selection, pattern and price. Such 
an attitude immediately opens the way 
for the showing of several other pairs. 

And that’s what sells men’s shoes, 
AND SELLS MORE MEN’S SHOES. 
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The Bad Check Racket Is 
Always Working 


Rocuester, N. Y.—Shoe retailers, meeting the public 
constantly, have to b2 on the alert for that infinitesimal 
but dangerous minority which is looking for chances to 
get something for nothing. The passer of checks of 
which elasticity is the main feature; the fellow who 
has a new way for making bad credit pay dividends, 
and the shoplifter, are just a few of the members of the 
light fingered gentry who will victimize shoe merchants 
if they don’t watch out. 

Harry H. Phelan, former president of the New York 
State Shoe Retailers Association, and a partner in 
Phelan’s Shoe Store, was talking about them recently. 

“A young fellow came into the store one day when 
I was pretty busy,” he said, “and the first opportunity 
he had he asked me if I had a certain make of shoe— 
the kind he was wearing—and he gave me the stock 


number. 


“I found that I had it in stock and he was so sure | 
it would fit all right that he didn’t want to bother to | 


try it on. He also wanted a pair of slippers and bought 
a pair for $2.95. 
“Then he offered a check for $15 which he said his 


father had just given him, asked me to deduct the price | 
of the slippers and give him the rest of the money, but | 
please send the shoes C.0.D. to his father’s house on | 


East Avenue, giving its number. 
“He looked all right and his story was convincing, 


so the check was cashed; he was given the change and | 


took the slippers away. But inquiry showed he did not 


live there—and the check bounced, so that misplaced | 
confidence in human nature cost me $15. Since that | 


happened a couple years ago I have been more cautious. 

“A more elaborate swindle was worked on another 
Rochester shoe merchant. A stylishly dressed woman 
went into his store, said she wanted to look at shoes, 
and in a short time bought two pairs and accessories 
for $27. 

“We are just moving to the city,” she said, “and my 
husband is opening an office in the building. If 
you will deliver the shoes this afternoon at 3.30 he will 
be there and pay for them.” 

This’ was satisfactory and she went away. That 
afternoon the shoes were taken to the office indicated. 
Sure enough, her husband was there—hammering 
away at a typewriter on a lone table in the room, very 
busy. 

“The new arrival in the city was not expecting the 
purchase, of course. He had used his ready cash mak- 
ing a down payment on the furniture, but he would 
make out a check. (This was after banking hours.) 

“The check was tendered and accepted, but it bounced. 
Next day the slioe man returned to the office and found 
a ‘For Rent’ sign on it. 
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KBS SHOE C 


WIRE TODAY! 


for details o 
Pre-Tested 
and Local Adv 
Campaign 
make Summer 
your greatest 


Profit Season! 


NASHVILLE, TENN. 


@ Divison of General Shoe Corp 





A FACTUAL 
RECORD OF PROGRESS 


United engineering has 

brought about improvements 

that conserve cements and 

solvents at a time when the 

elimination of waste is vital 
in shoe manufacturing. 











SOLVENT 
APPLYING 
GRID MACHINE 








GC SOLE CEMENT 
APPLYING MACHINE 
MODEL A 


Fitted for Viscous 
. solvent. 


GAC SOLVENT 
APPLYING MACHINE 
MODEL B 
Barrel type nozzle. 
Straight feed. 


























G/CC SOLVENT APPLYING 
MACHINE — MODEL C 
Automatic Operation 

Cross Feed 
Barrel Type Nozzle 











ITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THIS WEEK IN TI 


e NATIONAL NEWS e 


SHOE TRADE 


SY ITITS 


N CWS 


Sees Retail Sales Training as War Need 





Increasing Numbers of Replacements in Stores’ Selling Per- 
sonnel Call for Systematic Methods of Instruction, 
Says Owen W. Metzger 


“Today, as never before, business 
men, especially. retailers, require sales 
words for war time use if they hope 
to answer intelligently and effectively 
war-time sales problems,” said Owen 
W. Metzger, of Wetherhold & Metzger, 
Allentown, Pa., chairman of the Leg- 
islative Committee of the National Shoe 
Retailers Association and a member of 
the Education Committee of the same 
organization. “Therefore we need sales 
trainers as never before, especially now 
that we cannot get all the merchandise 
and the accustomed styling. We need 
war-words—new selling phraseology— 
the right combination of words to in- 
spire co-workers and cultivate a patri- 
otic spirit among co-workers and clien- 
tele. 

“When the U. S. Department of Edu- 
cation and the National Shoe Retailers 
Association completes all the selling 
units now in preparation for teach- 
ing salesmanship and its importance 
to distribution will make for greater 
efficiency during this present emer- 
gency and the post-war period. 

“I could speak at length regarding 
the real humane good accomplished in 
highly specialized shoe stores today, 
but that is a scientific selling and ser- 
vice program that requires years of 
study and application. Therefore, I 
think now—brevity and simplification 
are most important—fundamentals only 
—a teaching program that can be ac- 
quired in a few months. 

“Courtesy, patience, perseverance, a 
salesman’s first technique, are virtues 
that can be taught more readily, but in 
or out of an emergency, the cultivation 
1942 
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Dates to Remember 


Monthly Shoe Buyers’ Days, Shoe 
Travelers Association of Chicago, 
Hotel Morrison, Chicago, Il. 

February 23, 24, 1942 


NATIONAL FOOT HEALTH 
WEEK. April 20-25, 1942 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, New York 
City May 4, 5, 6, 7, 1942 


Central States Shoe Fair, Hotel 


Morrison, Chicago, Ill. 
May 17, 18, 19, 20, 1942 


Annual Convention New York Shoe 
Retailers Association, Hotel 
Statler, Buffalo, N. Y. 

June 14, 15, 16, 1942 


Golf Tournament Central Pennsyl- 
vania Shoe and Leather Associa- 
tion, Lancaster Country Club, 
Lancaster, Pa. June 19, 1942 





of PERSONALITY is the one strong 
weapon in successful selling. 
“Fortunately, the city and the store 
that I represent recognized long since 
the importance of semi-professional 
selling, and since semi-professionalism 
is not possible unless through the agency 
of an educational program—the retail 
division in our Chamber of Commerce 
recommended to the Board of Educa- 
[TURN TO PAGE 39, PLEASE] 
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Captain Marks, U.S.M.C., 
Is Prisoner in Japan 

Cuicaco, ILut.—The many friends of 
Mortimer Marks, captain in the U. S. 
Marines and fermer shoe traveler, who 
has been agPfisoner of war since the 
Japanese taptured Guam Island, will 
be happy 4p. know that on February 6 
his wife, Helen, and his parents, Mr. 
and Mrs. David Marks, received a mes- 
sage that he i alive and well. 

Young Marks, who formerly assisted 
his father representing Craddock-Terry 
Shoe Co., was allowed to send a mes- 
sage which was broadcast by short 
wave from Japan and picked up by the 
United Press listening post in San 
Francisco. His message was then for- 
warded to his parents and his young 
wife. As revealed by Mr. Marks it 
was: “I am safe and well in a prison 
camp in Japan. Do not fear about my 
welfare as we are receiving good treat- 
ment in accordance with international 
law. The opportunity to broadcast a 
personal message is evidence of the 
consideration given us. 

“My treasured possessions are the 
framed photographs of you and my 
Bible and Science and Health. There 
is no need to worry, but have patience 
and courage. It’s just a matter of time 
before I will be back in your arms and 
the time passes quickly thinking of 
you.” 

Whether the purpose of the message 
Was propaganda or not, Mr. Marks 
stated that his family was overjoyed 
to know that his son was safe and that 
they had finally heard from him. 

Capt. Marks attended St. John’s 
Military Academy, Delafield, Wis., and 
Northwestern University. His wife 
end four and a half month old baby 
daughter, whom he has never seen, are 
living in Barbourville, Ky. The baby 
is named Mariana after the group of 
islands of which Guam is a part. 





64-23) MOCCASINS 


BEAT THIS VALUE! 


* Genuine Leather Uppers 

* Brown Panco Orthopedic Soles 
* Rawhide Laces 

* Raised Moccasin Toes 

* Rolled Collars 


18 STYLES IN STOCK 
IMMEDIATE DELIVERY 


Send For Catalog—Asco Athletic Footwear 








The Arnoff Shoe Company, Inc., 101 Duane St., N.Y.C. 











Display “Transplants Shoe Department” 


Bringing the shoe department down to street level, the men's shoe department of 
Boyd-Richardson showed 185 different styles in this novel and dramatic display. 


Str. Louis, Mo.—A novel window dis- 
play which inspired a considerable 
amount of extra business for the men’s 
shoe department of Boyd-Richardson, 
department store of St. Louis, con- 
tained a replica of the mezzanine-bal- 
cony shoe department, moved in one 
piece into the main corner window of 
the store. 

Playing up the slogan “All good 
names in shoes are to be found at 
Boyd’s,” the window contained over 600 
shoe boxes and 185 different single 
shoes, representing nine nationally ad- 
vertised lines on sale in the men’s de- 
partment. The stock fixture in the 
center was constructed of beaverboard, 
exactly duplicating the stock shelving 
inside the store, with brand names of 
nine lines of shoes on & molding sign 
around the upper edge. Empty shoe 
boxes were used to line the edge of the 
window, showing a popular style of the 
season, and accompanied by a price 
tag and style number. Style leaders 
of the season were clipped to the front 
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of the shoe boxes on the. miniature 
shelf, including 32 styles chosen by 
salesmen of the department by popular 
vote. 

The window was arranged in “dupli- 
cate”—the same display appearing on 
the opposite side facing another heav- 
ily-traveled street. Used for two weeks, 
this display had the noyel effect of 
bringing in many customers with slips 
of paper on which they had jotted the 
style number of from three to eight 
pairs of shoes, wanting to see each at 
closer range. The window was de- 
signed by Harvey Kopp, men’s shoe 
buyer, and Armand Raining, display 
manager for the store. 


Appoints Committee 
For Golf Tournament 


HAGERSTOWN, Mp.—Galen B. Horner, 
of the Lancaster Shoe Company, Eliza- 
bethtown, Pa., president of the Central 
Pennsylvania Shoe & Leather Associa- 
tion, has appointed the following com- 


mittee for the Golf Tournament to be 
held by the association June 19, 1942, 
at Lancaster, Pa.: General Chairman, 
Grant Gerberich, Gerberich-Payne Shoe 
Co., Mount Joy, Pa.; Ray Bender, A. N. 
Wolf Shoe Co., Denver, Pa.; H. C. 
Stouffer, Armstrong Cork Co., Lancas- 
ter, Pa.; R. L. Stiles, R. L. Stiles & Co., 
Philadelphia; Russel L. Hein, Lancaster 
Shoe Co., Elizabethtown, Pa.; Norman 
Badorf, Badorf Shoe Co., Lititz, Pa.; 
Andrew Schwartz, Ephrata, Pa.; Wil- 
liam Kreider, W. L. Kreider & Sons 
Mfg. Co., Palmyra, Pa.; Chase Kepner, 
Lancaster, Pa.; R. A. Farley, Surpass 
Leather Co., Philadelphia; William G. 
Blain, Philadelphia; John K. Herr, Lan- 
easter, Pa.; A. A. Burnett, Camden, 
N. J. 


Would Confine Price Rise 


To Amount of Tax 


WASHINGTON, D. C. — Manufacturers 
of rubber shoe products are requested 
today by Leon Henderson, Administra- 
tor, Office of Price Administration, not 
to increase their net prices on heels and 
soles, as a result of Treasury Decision 
5107. This decision, issued by the Bu- 
reau of Internal Revenue, applies a 
10% tax on rubber products to such 
heels and soles. 

OPA will not object, however, to 
specific addition of the amount of the 
tax actually paid on any item, provided 
it is billed separately. 


General Shoe Profits Up 


NASHVILLE, TENN. — General Shoe 
Corporation, for the quarter to Jan. 31, 
showed a net profit of $293,831, equal, 
after preferred dividend requirements, 
to 45 cents each on 627,716 common 
shares, against $185,612, or 28 cents 
each on 627,716 common shares for 
January quarter, last year; net sales, 
$6,606,003, against $4,582,488. Twelve 
months to Jan. 31: Net profit, $1,172,- 
370, or $1.81 a common share, against 
$722,884, or $1.09 a common share for 
twelve months to Jan. 31, 1941; net 
sales, $25,752,714, compared with $18,- 
318,194. Company’s fiscal year ends 
Oct. 31. 
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Spring Fashions Pretty 
And Feminine 
(CONTINUED FROM PAGE 19] 


the Carmen Miranda South American 
look—which is one of the trends in 
Spring novelties. Espadrille, ballet lac- 
ing and anklet stops are very popular 
and stiil have style news. 

Color speaks louder than anything 
this season. Red has become a basic 
novelty—if there is such a thing. Green 
is appearing in dressy and street shoes, 
as well as in casuals and play shoes. 
Beige—cream—saddle is another “basic 
novelty” color family. In this color 
group you should also include natural 
or wheat color linen or linen-like fab- 
rics, which have an especia'ly strong 
place in spectator types. Ombrés in the 
beige-to-brown range and the pale-to- 
deep-blue are good, especially in strip 
sandals. Brilliant multicolors are good 
in leathers, as well as in fabrics for cas- 
ual and play shoes and sandals on high 
or low heels. 

You have the shoes—the sandals, the 
pretty pumps, the higher heeled oxfords 
and slipons—and these shoes have a 
place in your Spring business. “De- 
fense” shoes are only part of the Spring 
fashion picture. It’s your job to sell 
shoes and satisfy customers. It’s your 
customer’s job to be pretty for some 
part of the 24 hours, even though she 
must be strictly business-like and prac- 


iwneer DISTRIBUTOR 


NOW ABOUT THAT 


NEW STORE FRONT! 


tical for most of them. The time is here 
to start selling your prettiest, most 
frivolous, most feminine shoes. What 
are you waiting for? 


Named Manager of Downstairs 
Women’s Departmeent 
Cuicaco, ILtLt.—Arthur Brown has re- 


cently been made section manager of 
the entire downstairs women’s shoe sec- 


ARTHUR BROWN 


tion of Marshall Field & Co., here. Mr. 
Brown was previously assistant to L. 
R. Sexton, who has been made assistant 
merchandise manager of Field’s down- 
stairs store. 








The downstairs shoe section at Mar- 
shall Field & Co. is outstanding for 
sections of this type, since it deals,in 
quality as well as budget shoes, covers 
a wide expanse of floor area and mer- 
chandises all types and styles of shoe.. 
In addition to regular women’s shoes, 
there is a children’s shoe section, a Slip- 
per and leisure shoe section and a sepa- 
rate budget shop for high . tyle shoes. 

Mr. Brown, who has been buying a 
good deal of shoes for the section for 
sometime, has been associated with one 
or another of Field’s shoe departments 
since 1926. 

Other promotions made at the same 
time are those of Milton Radlo, for- 
merly a second assistant and now first 
assistant to Mr. Brown. Harvey Bush 
has been made section manager of the 
children’s shoe section. 


Asks Bids on Rubber Boots 


Boston, Mass.—The Boston Quarter- 
master Depot has mailed to interested 
manufacturers invitations to bid on 
72,977 pairs of knee-length rubber 
boots. Sizes included in the tariff are 
6 to 12, but approximately 70 per cent 
of the entire quantity are to be pur- 
chased in sizes 8, 9, and 10. Fifty per 
cent of the shoes are to be delivered 
within 60 days from the time the con- 
tract is awarded. Deliveries must be 
100 per cent complete in 90 days. 









































OOD TIMES OR BAD, war or peace, new 


competition or old, a new Kawneer Store 
Front is still your best insurance for long-swing prosperity 


and better sales volume. 


Right now’s the time to secure this splendid protection 
against whatever the future may bring. Check with your 
local Kawneer distributor about the Kawneer stock he has 
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“ES STORE FRONTS 


NILES @ 


MICHIGAN 


Ccttirmmin ini... 


Kawneer Company, Niles, Michigan. 
Please send illustrated booklet on 


awneer Store Fronts. ] 
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on hand for immediate use—be sure you get the extra 


features that only Kawneer resilient construction offers. 


February 14, 1942 
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NEWFLEX 


We're a success 


in shoe retailing 
We please the FEET 
— it's easy sale-ing. 
EDGAR S. KIEFER TAN 


TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES: CHICAGO, 223 W. LAKE ST. ¢ BOSTON, 42 UNCOUN ST. 


PIGSKIN 


INNERSOLES COUNTERS WELTING 











Goatskin Subcommittee 
Appointed 

WASHINGTON, D. C.—The formation 
of a Goatskin, Kidskin and Cabretta 
Subcommittee of the Leather and Shoe 
Industry Advisory Committee was an- 
nounced today by the Bureau of In- 
dustry Advisory Committees of the 
War Production Board. Major Joseph 
W. Byron, head of the WPB Leather 
Goods Section, is Government Presid- 
ing Officer. 

Members of this Subcommittee are: 
Harold Connett, Surpass Leather Co., 
Philadelphia; Frank H. Miller, G. Levor 
& Co., New York; Simon S. Malis, Malis 
Leather Co., Philadelphia; Harold 
Smith, Gloversville, N. Y.; Charles 
Heckel, Leach-Heckel Leather Co., 
Salem, Mass.; Charles McCarthy, Dec- 
can Trading Co., New York; L. H. 
Hamel, L. H. Hamel Leather Co., Hav- 
erhill, Mass.; F. Sturgis Stout, John R, 
Evans & Co., Camden, N. J.; Benjamin 
Simons, Allied Kid Co., Boston, Mass.; 
S. L. Agoos, Agoos Leather Co., Inc., 
Boston, Mass.; G. O. Lyon, N. C. Lyon 
& Co., Boston; Benjamin Dennie, Wood 
& Hyde, Gloversville, N. Y.; J. H. 
Brown, New York. ‘ 
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Shoe Production Up 9.7 
Per Cent for Month 


WASHINGTON, D. C.—According to 
the latest figures released by the Br- 
reau of the Census, Department of 
Commerce, shoe production for Decem- 
ber amounted to 38,150,988 pairs, an 
increase of 3,382,593 pairs over Novem- 
ber. In the 12-month total in 1941, pro- 
duction totaled 493,471,301 pairs, an in- 
crease of 89,319,829 pairs over 1940. 
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Production for the government 
amounted to 631,942 pairs of dress-type 
shoes and 1,068,384 pairs of work-type 
shoes in December. These totals 
amounted to gains of 245,878 and 284,- 
811 pairs respectively, over the preced- 
ing month. Twelve-month totals were 
5,232,508 pairs for the former type and 


9,872,666 pairs for the latter. No data 
on 1940 production of these shoes makes 
a comparison impossible. 

Men’s dress shoes totaled 7,356,745 
pairs for December, a gain of 446,770 
pairs. In the 12-month period produc- 
tion amounted to 88,040,949, a gain of 
15,309,179 pairs. 

Men’s work shoes amounted to 2,936,- 
386 pairs for the month, a gain of 247,- 
094 pairs over November. For the year, 
32,249,177 pairs, a gain of 2,598,117 
pairs. 

Women’s shoes, totaling 12,664,418 
pairs for the month, showed a gain of 
2,863,383 pairs. For the year they to- 
taled 182,003,948 pairs, a gain of 30,- 
059,582 pairs. 

Youths’ and boys’ shoes amounted to 
1,615,913 pairs for December, a gain of 
217,104 pairs for the month, and 19,- 
250,857 pairs for the year, a gain of 
3,974,705 pairs. 

Mises’ and children’s shoes totaled 
3,911,840 pairs for the month, a gain of 
406,817 pairs, and 47,860,540 pairs, a 
gain of 7,110,414 pairs. 

Infants’ shoes amounted to 2,274,552 
pairs in December, a gain of 121,247 
pairs for the month, and 27,511,921 
pairs during the year, a gain of 5,762,- 
868 pairs. 
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Kaplan Named Carmo 
Vice-President 

St. Louis, Mo.—Jack I. Kaplan, sales 
manager of the Carmo Shoe Mfg. Co., 
St. Lotis, was recently elected a vice- 
president of the firm at the company’s 
annual meeting. 

Other officers and directors of the 
firm were reelected. 





For Women in Defense Factories 


Smartness and practicality have been combined in this new shoe for women in 
factories. It has a rope sole with non-skid tips at heel and toe. The heel is shock- 
proof and the box toe can support a 350 Ib. weight. It is a safety shoe according 
to laboratory tests. Made of elk in this sample, it will probably also be made of 
crashed kidskin and possibly of calf. The sole is from Repe Soles, Inc., and the 
shoe was made by the Safety Shoe Division of the International Shoe Co. 
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Sees Retail Sales Planning 
As War Need 


[CONTINUED FROM PAGE 35] 


tion that there be added to the curri- 
culum of the Vocational Department a 
RETAIL SELLING COURSE. 

“A success from its inception, even 
though the Board of Education accept- 
ed the recommendation rather reluc- 
tantly, after the first year, through the 
fine spirit of cooperative effort by the 
merchants it not only indicated future 
potentialities, but now after seven years 
of progress the Board of Education and 
the merchants note a high degree of 
selling efficiency and less labor turn- 
over. 

“Figures show that 80% of the retail 
selling graduates during the last four 
years are now doing store work. This 
is a significant figure, considering the 
number of girls who marry, leaving 
business, and thus cut down our per- 
centage. 

“Retail selling students are now se- 
lected from a large interested group, 
far greater than is possible for the 
High School to accept, obviously for the 
reason that from the beginning all retail 
selling graduates are instantly placed. 
I doubt if there is any actual shortage 
in qualified store workers where cities 
have a retail selling course in their 
high schools. 

“I doubt also, whether there has been 
an appreciable labor turn-over where 
management has recognized the in- 
creased cost of living, and through com- 
pensation acted accordingly. ! believe 
that short night training courses will 
be imperative for replacement, per- 
haps inviting older men and women to 
attend night training sessions. 

“During this defense emergency it be- 
hooves managers and merchants to in- 
stitute their own training departments, 
perhaps inviting the teaching staff of 
the retail selling course to arrange a 
consistent program on salesmanship. 

“Since there is a degree of uncer- 
tainty as to raw materials or finished 
products, in my imagination, teaching 
selling is of No. 1 importance. 

“Store co-workers are as keenly and 
as enthusiastically interested in our de- 
fense emergency program as any group 
anywhere. 

“The training of a selling staff for 
defense and in the spirit of patriotism 
will definitely be reflected and contagious 
in the hearts and minds of a public 
generally.” 


Increases Leisure Shoe Space 


CLEVELAND, OHIO — The leisure shoe 
section of the women’s shoe department, 
The Higbee Company, has been greatly 
increased due to demand and outlook 
for the coming summer. The expanded 
section is located across the rear of the 
department and includes several out- 
standing displays. 4 
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Shoe Men Attend Benefit Show 


Boston, Mass. — A large number of 
members of the New England Shoe and 
Leather Association and their guests 
attended a showing of the Ice Follies 
of 1942 at the Boston Garden on the 
evening of February 11, in order to 
assist in the current drive for funds 
being put on by the Boston unit of the 
Naval Relief Society. The sale of sev- 
eral hundred tickets to this event previ- 
ously had been underwritten by the 
association and a portion of the pro- 
ceeds has been turned into the fund for 
the care of families and dependents of 
Navy men who have been killed in 
service or whose dependents are other- 
wise in need of immediate financial aid. 





Brown Declares Dividend 


Sr. Louis, Mo. — Brown Shoe Co. 
directors ordered a dividend of 50 cents 
a share on the common stock, payable 
March 2 to stockholders of record Feb. 
20. 





Military Academy Cadets 
Wear Flexible Shoes 


Cutver, INp.—Culver Military Acad- 
emy has adopted Synchro-Flex Shoes as 
equipment for the Cadets, who use a 
special high-top shoe for daily wear. 
These shoes have been used at the 
school for several years and the boys at 
Culver are on record’as being enthusi- 
astic over the superflexible construction. 

Walter and Charles Smith, executives 
of the J. P. Smith Shoe Company, mak- 
ers of Synchro-Flex Shoes, attended 
Culver in their scholastic days. 

Smith Shoes will be presented na- 
tionally during 1942. 





Wins Sergeant’s Stripes 





William H. Scholl, son of Frank J. Scholl, 
formerly head of the European end of 
the Scholl Mfg. Co. and now with the 
firm in Chicago, recently won his ser- 
geant's stripes at Camp Wolters, Texas. 
Young Scholl, who has been in training 
since last September, was born in Lon- 
don and educated there. He speaks five 
languages and hopes to get into Army 
intelligence work. 

































































Everyone knows that the 
X-Ray Shoe Fitter is a valuable 
fitting aid . . . and a practical, 
helpful “selling tool”. In ad- 
dition, thousands of shoe 
merchants say that it is an 
effective advertising medium, 
which attracts new customers, 
keeps old customers coming 
back. 

X-Ray Fitting, honestly ap- 
plied, creates favorable com- 
ment about your store, valua- 
ble word-of-mouth advertis- 
ing that money can’t buy! 
With a little thought and ef- 
fort on your part, it can be 
your most powerful promo- 
tional medium... an added 





































attraction that adds 
profitable sales vol- 
ume year after year. 



































No Added Costs! 


| An X-Ray shoe fitter does not 
| increase your “Invested Cap- 
| ital” or Sales Expense. Buy 
| it out-of-inventory on Libera’ 
E-x-t-e-n-d-e-dPayment Terms 
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SHOE FITTER 4c. 


3533 NORTH PALMER STREET 
- WISCONSIN 
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Women's Shoes 
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QUALITY 
WOMEN'S SHOE JOBS 


FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St., New York City 
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MOC-ABOUTS 


Reg. U. 8. Pat. Of. 
in Steek For 
Men and 
Leek 
Rubber 
die Soles. Pat- 
ented Flexible 
Process. 


NASHUA SLIPPER CO., Lowell, Mass. 











Se ee 6 oe er, cee or eee er er ee 


Golf Shoes 
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REMOVABLE SPIKES 
MOCCASIN TOES 
COLOR COMBINATIONS 


Price $3.60 
Send for New Catalog 


THE ARNOFF 
SHOE CO., INC. 


101 Duane St. 
New York, N. Y. 


Style #2165 





Buffalo Retailers Plan 
Widening Territory 

BuFFALo, N. Y.—The first official 
duty of Fred Manning, newly-elected 
president of the Greater Buffalo Shoe 
Retailers Association, is to call a spe- 
cial meeting of the Board of Directors 
for Wednesday evening, March 4. At 
that time the board will consider a 
proposal to expand the present associa- 
tion boundaries to the entire Niagara 
frontier. This will include Erie, Ni- 
agara, Chautauqua and Wyoming coun- 
ties. 

President Manning said: “Many re- 
quests for membership have been made 
by retailers in these*cdunties, due to 
the fact that the Buffalo association is 
very active, always doing things to help 
the retailer. They want to attend meet- 
ings regularly and participate in. the 
good fellowship which prevails.” 


40 


Spring Is in the Ads 


[CONTINUED FROM PAGE 23] 


phasis on foot comfort, Service Tans are 
just made for the smart women you'll 
always find in the thick of things.” 
Jellef’s of the same city do a good 
small-space job in their ad, “On Duty— 
for double duty—with your uniform, 
your town or country suit; polished 
turftan calf with brassy eyelets, cable 
stitched vamp, walking heel.” 

Rich’s, Atlanta: “Meet your Military 
Beau—trim, trig, and tremendously 
popular for the things you’re doing this 
Spring. Look at the square bow—toe- 
trimming and vamp-shortening — the 
heel made for walking—the slim, sleek- 
as-a-whistle lines. Black, navy, turtan, 
red.” Without the defense tie-up are 
many other calfskin ads. B. Forman 
Co., Rochester, puts “Polished Calf in 
the center of the ring! They’re highly 
polished, that’s why these new Forman 
calfskin pumps are the center of so 
much attention! And they’re so fash- 
ion-right, so perfect to wear with your 
new Spring suit. Though they’re strictly 
feminine, serviceability is their long 
suit, and you’ll find that a ‘once-over’ 
rub will quickly restore their factory- 
fresh luster.” 

Neiman-Marcus, Dallas: “Important 
for °42— Golden studded GOLDEN 


CALF. A golden cast pervades the soft 
brown or tan calfskin of your new shoes. 
Golden nailheads fasten them securely 
to your affections.” Volk, Dallas: “Sad- 
dle-stitched Calfskin” underscored with 
a broken line that strongly emphasizes 
the stitching. Calling them, “Beautiful 
shoes, dutiful shoes for bright new days 
of Spring. Superbly they fit into mod- 
ern, double-duty lives, for they ingeni- 
ously link efficiency with femininity! 
Three to shine include the toeless pump 
in dependable tan or navy; the tan bow- 
decked pump with closed toe (both nice 
heels to work in; to liye in); and, for 
lighter moments, the half-back pump in 
liberty red, tan or navy—all of mirror- 
bright calfskin with contrasting stitch- 
ing.” Imperial, New Orleans, features 
classics in “Polished bridal calf, with 
contrasting stitching, side-buckled or 
thong laced, with notch heels.” Flah’s, 
Syracuse, are “Getting down to brass 
tacks in shoes with intriguing, devilish 
nailheads—nailheads, like golden nug- 
gets, that shine and glitter in smooth 
black or antique calfskin.” Jellef’s, 
Washington, says, “It’s Navy Now! 
Polish it bright—wear with prints, with 
suits, with almost anything and every- 
thing!” 





Sell 99 Per Cent of Their Customers 
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from downtown. We, however, have 
proved that, by handling only 
nationally advertised brands of fine 
footwear and by letting people know 
we have these, we can overcome .the 
handicap of ‘being out in the sticks’. 
We are out of the high rent district. 
The parking problem does not bother 
us as it does the downtown stores, and 
we have built up a profitable business 
in fine footwear as well as in work 
shoes. We do a considerable business 
with farmers and small town residents 
within a radius of 50 miles of Peoria. 
In the city we attract trade from all 
parts and are not confined to our own 
immediate neighborhood for our busi- 
ness.” 

The store is well equipped to handle 
the business. Open shelves extend along 
two sides and the rear of the store. 
Leather upholstered seats are provided 
for 32 customers at a time and often 
the entire number is in use. An X-ray 
machine and a Brannock fitting device 
make fitting of shoes a simple matter. 
Mirrors are provided so customers can 
see how shoes appear on their feet. A 
show case in the front is used for dis- 
plays of women’s fine shoes. Open 
island displays of shoe polishes and ac- 
cessories are grouped around the cash 
register in the central part of the store. 
A sample of each style of men’s work 
shoe is shown on a ledge. These are 


marked with the stock numbers and 
prices. 

Mr. Moser, Sr., is now 78 years old 
and is as active in the business as ever. 
Besides himself and his son, two other 
salespeople are required to handle the 
business. 

The store has two display windows 
provided with step-like arrangements. 
A hundred.or more pairs of shoes in 
each window are displayed without 
crowding. The Mosers take much pride 
in having attractive displays, and they 
change them every ten days. An attrac- 
tive sign in front attracts the attention 
of many passers by. 

Formal advertising is confined to 
three media—newspaper, direct mail 
and telephone book advertising. News- 
paper ads are of two kinds. The ads 
of high-grade footwear appear in the 
two city newspapers every week on 
Wednesdays. Monday specials are of- 
fered in the Sunday papers. At present 
the latter take the form of coupon ads. 
These ads are shown in full pages of 
similar ads of merchants in various 
lines of business. These special ads 
bring in many new people who are sur- 
prised to see such a complete stock at 
a neighborhood store. Direct mail is 
used about four times a year. The store 
has a list of about 5000 names selected 
from -residents all over the city and 
from rural routes of the surrounding 
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country of people who can reasonably 
be considered as good prospects for fine 
footwear. The mailings consist of liter- 
ature furnished by the manufacturers. 

A one-inch ad is carried in the classi- 
fied section of the telephone book. This 
store is one of three shoe stores carry- 
ing similar ads. The ad thus stands out 
very prominently in the list of shoe 
stores of the city. It lists the four 
principal lines of shoes carried, men- 
tions the X-ray machine and gives ad- 
dress and telephone number of the 
store. 

In addition to these media, several 
billboards are used at strategic places 
on the roads entering the city. 

“One of the greatest aids we have to 
selling,” says Mr. Moser, “is the fact 
that when we carry a line, we carry it 
complete and we stock plenty of every 
number in the line. For instance, in 
women’s shoes, we carry brands that 
bring people back for more. We culti- 
vate a permanent clientele and at least 
75 per cent of our customers are perma- 
nent ones. Our fitting system is so 
accurate that a large percentage of 
permanent customers come in and, 
pointing to their shoes, say, ‘Give me a 
pair like these, size so and so,’ without 
bothering to fit the new pair. Often 
children are sent to the store by parents 
for shoes for the latter, carrying a shoe 
and saying they want a pair like the 
one carried. In men’s work shoes, we 
have trained our permanent customers 
to ask for them by stock numbers. 


“Our aim is not to lose a sale. We 
have everything in shoes for men, 
women and children. When people come 
to our store, we know they come to buy, 
and it is our fault if we do not sell them. 
We have the stock, we have the styles, 
we have the sizes, and if a sale is lost 
we figure something must be wrong with 
our method of approach to the indi- 
vidual customer. We have perfected 
our system to such an extent that we 
sell 99 per cent of all persons who enter 
the store.” 

The Mosers have long been readers of 
Boot AND SHOE RecorpER. “We don’t 
know how we could get along without 
the RECORDER,” says John Moser, Jr. 
“No human friend is more welcome to 
us. Both father and I look it over the 
moment it comes, and it is kept on our 
desk and frequently used for reference 
until the next issue arrives. It contains 
the information that a retail shoe dealer 
must have in order to remain success- 
fully in business. We find it one of the 
most valuable tools in our trade, one 
that we feel we cannot dispense with.” 


Craddock-Terry Profits 
Show Gain 


LyNcHBURG, Va.—The Craddock- 
Terry Shoe Corp., which ended its fiscal 
year on November 30, reports a net in- 
come of $627,468, equal to $11.30 each 
on 43,161 shares of common stock after 
preferred dividend requirements. 

This compared with a profit of $58, 


483, or $4.85 each, on 12,054 first 
preferred shares in the year ended 
November 30, 1940. Net sales of the 
corporation were reported as $12,812,- 
749, compared with $8,675,941. 


Retail Division Meets 

Sr. Louis, Mo.—The Store Plan divi- 
sion of the Brown Shoe Co. held a three- 
day convention recently at the Statler 
Hotel in St. Louis. Some 225 merchants 
from every section of the country were 
on hand to increase their knowledge of 
merchandising, advertising and store 
operation in general. 

Ed Pankau, manager of the Store 
Plan Division, presided. He reports that 
this year’s convention was the largest 
and most satisfactory one the company 
has ever held. 


LeVine Opens New 
Paterson Store 


Paterson, N. J.—Dr. H. Burton Le- 
Vine has opened the Conformal Foot 
Health Center at 60 Broadway, this 
city. As the name implies, the store 
will carry the Conformal line exclu- 
sively. 

The upstairs salon, finished in the 
parlor style, is decorated with a mod- 
ernistic touch and has indirect fluores- 
cent lighting. 

Meyer Steshever has been appointed 
manager of the store. 





Strong Military Influence in 
Men’s Spring Styles 


CuHicaGo, ILtu.—The excellent re- 
ception accorded the monk strap shoe 
by men is an indication of the ten- 
dency for civilians to borrow from 
military styling in other wearing ap- 
parel, according to Gerald D. Grosner, 
chairman of the national style com- 
mittee of the National Association of 
Retail Clothiers which held its an- 
nual convention in Chicago January 
19, 20 and 21. 

At the style show given at the 
banquet of the association Mr. Grosner 
stated that the military influence was 
evident everywhere in men’s wearing 
apparel for Spring and Summer of 
1942. On this premise he pointed to 
tan, the biggest color bet for the past 
two Spring and Summer seasons, to 
dominate the men’s wear story in 
several shades in everything from 
socks to hats and everything in be- 
tween. 

Referring to shoe sales for the 1942 
sports season he predicted that taken 
on an average, 16 per cent of the 
sales would be all whites, 52 per cent 
tan and white, and 32 per cent other 
types. 

Further style comments revealed 
that the war would have definite ef- 
fects on men’s clothing styles, with 
curtailments in wool responsible for 
vestless suits, cuffless trousers, no 
more patch pockets, shorter coats, 
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single breasted suits, less wools and 
more synthetics. General trends for 
suits indicate plain and self-weave ef- 
fects as dominant with colors in off 
shades of teal blue, blue-grey, off- 
tans and off-browns. 

An indication that casual shoes, 
leisure and sports type shoes will be 
in great demand can be assumed from 
the general consensus of opinion at 
the clinic session on style conducted 
in class room fashion by Mr. Grosner, 
and by Al Baskin, of Joliet, Ill., and 
Jack Minton, of Petway-Reavis Co., 
Nashville, Tenn. Sportswear of all 
types and casual leisure clothing was 
referred to as more in demand than 
ever before and that bright colors and 
accent colors would be especially popu- 
lar. For casual wear, the “outfit suit” 
which includes a three-piece suit, odd 
slacks and a sweater, is expected to 
ve especially popular. 


New Store Marks Fiftieth Year 


Cuicaco, ILL.—Announcing that the 
firm is beginning its fiftieth year of 
fine shoemaking in Chicago, another 
new Florsheim Shoe Store was recently 
opened at 108 South Dearborn Street. 
This is in the section of Dearborn Street 
familiarly known as Men’s Shoe Row in 
Chicago. The new store, which is the 
fifth Loop store, is modern in every re- 
spect. Entrance doors are entirely of 
gla-s, giving a clear view of the entire 
store. 


New Store to Replace 
One Destroyed by Fire 


RocHesTer, N. Y.—G. R. Kinney Co., 
Inc., will open a shoe store at 72 Main 
Street East, on the site of its former 
store over the Genesee River, which was 
destroyed in a disastrous fire more than 
a year ago. Since then the firm has had 
no shoe store in Rochester. 

The new store, which workmen are 
rushing toward completion about March 
1, will be housed in a building which 
has been erected. It will be one of the 
most complete in the Kinney chain of 
stores, with attractive furnishings and 
large display windows. 

A complete line of shoes for men, 
women and children will be carried, 
elong with a line of rubber footwear. 

Fotr shoe stores sustained heavy 
losses in the fire, but the more than 
$25,000 worth of stock in the Kinney 
store was a complete loss. 


Shoe Man Heads 
Retailers’ Group 

PENSACOLA, FLA.—F. E. Meyer, pres- 
ident of Meyer Shoe Company, here, 
was elected president of the Pensacola 
Retail Merchants’ Association for the 
year 1942 recently. Mr. Meyer’s store, 
one of the oldest in Pensacola, is also 
one of the most modern. It was re- 
modeled a few years ago. 
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Increases Production Space 


Los ANGELES, CALIF.—In order to 
supply the demand for their Hollywood 
Skooter line of play shoes, Vogue Shoes 
have increased their manufacturing 
floor space, so that they are now mak- 
ing double the number of shoes as of 
the first of the year. 

Plans now being made, says Seymour 
Fabric, president of the organization, 
call for another expansion which will 
enable them to make twice as many 
shoes as now are being prodtced. 


Boyd-Welsh Reports Profit 


Sr. Louis, Mo.—Boyd-Welsh, Inc., re- 
ported a net income of $31,262, equal to 
75 cents a common share, for the fiscal 
year ended Nov. 30, last. This compares 
with net of $1885 or 4 cents a common 
share. Net sales for the period just 
ended were $1,247,839 compared with 
$1,013,256 in the preceding period. Cur- 
rent assets totaled $227,555 against 
current liabilities of $109,134. 


Open New Sales Offices 


New York—J. Mackey & Son, manu- 
facturers of play shoes, have opened 
new selling offices in Room 1102 of the 
* Marbridge Building, Broadway at 34th 
Street, here. 

The new offices are in charge of 
Larry Fox and Irving Ostroll. 
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What’s New 


Rack for Shoes - 


The problem of storing shoes in the 
home so that they will present a neat 
and attractive appearance and not be 
scattered in disorderly fashion on the 
floor to accumulate dust and dirt has 
been solved by a new style “Shoorak” 
that has been placed on the market by 
Modern Specialties, Inc., of Atlanta, 
Ga. The new racks are available in 
wood or metal, smartly styled, enamel 
finish, in natural wood or pastel colors. 
They can be placed on the floor or hung 
on the wall and have a capacity for 
eight pairs of shoes. 





Herb Rich, Jr., Married 


New York—Herbert Rich, Jr., of B. 
Rich’s Sons, well known Washington, 
D. C., retail shoe business, and well 
known for his work on the men’s style 
committee of the National Shoe Retail- 
ers Association, was married last Sat- 
urday afternoon, February 7, to Jane 
Elias, of New York City. 

The ceremony took place at the home 
of the bride at 400 West End Avenue 
and the next day the couple left for a 
two-weeks’ stay in Florida. 
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21,000 Acres of U. S. Rubber Lands Overrun 





Effects of War on Plantations in the Far East Reflected in 
Report of Corporation Head to Stockholders 


New YorK—F. B. Davis, Jr., presi- 
dent and chairman of the board of 
United States Rubber Company, in 
making public today the company’s 
fiftieth annual report to stockholders, 
announced net earnings, after all taxes 
and charges, of $13,662,658 for the year 
ended Dec. 31, 1941. This is equal, 
after preferred dividends, to $4.86 a 
share on 1,739,092 shares of common 
stock outstanding, and compares with 
$11,425,241, or $3.58 a share, in 1940. 

Consolidated net sales were $315,345,- 
328, largest in the company’s history 
and 38 per cent more than in 1940. 
Previous high sales were. $256,150,130 
in 1920. 

Federal and foreign income and ex- 
cess profits taxes of $18,896,044 were 
charged against operations during the 
year. This was almost three times the 
$6,534,593 paid in the preceding year. 

Spread of war to the rubber growing 
lands of the Far East, and its effect on 
the company, which is the world’s larg- 
est producer of rubber, was reflected 
throughout the report. A sum of $1,- 
400,000 was charged against earnings 
for estimated war losses which may 
have occurred on the company’s planta- 
tions in Malaya, and in export opera- 
tions in the Philippines and elsewhere 
in the Far East. 

First official statement of the com- 


pany relative to war losses appeared in 
Mr. Davis’ message accompanying the 
report. He said: “Approximately 21,000 
acres of our plantations had been over- 
run by the invaders (in Malaya) but 
we have no word as yet as to any dam- 
age that may have occurred, although 
messages stated that all European and 
American employees were safe. The 
cash funds of Malayan American Plan- 
tations, Ltd. (subsidiary), of approxi- 
mately $2,400,000 were located in Singa- 
pore banks, and $1,971,268 of these 
funds were transferred to London in 
January, 1942. The plantation proper- 
ties in Sumatra, Netherland East In- 
dies, had suffered no damage during 
1941 and are continuing to operate in 
a limited manner. 

The company’s plantations consist of 
approximately 131,000 acres, of which 
101,000 are located in Sumatra and 30,- 
000 acres in Malaya. There are 102,000 
acres which have been planted, and 
88,000 acres are mature. Production 
figures, based on reports for the full 
year from Sumatra and 10 months 
from Malaya, show that 57,000,000 
pounds of rubber were shipped to the 
company or sold in 1941. This quantity, 
some 8,000,000 pounds less than for the 
full year of 1940, was about 15 per cent 
of the company’s requirements last 
year. 
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Net income derived from plantations 
during the year was $2,629,160 before 
provision for estimated war losses men- 
tioned above, or less than eight per cent 
of the company’s total earnings. Ap- 
proximately $1,600,000 of this amount 
was received in the United States dur- 
ing the year. The plantations proper- 
ties, plants, and equipment are carried 
at $36,993,290, with reserves for depre- 
ciation and amortization of $18,120,284, 
leaving net valuation of $18,873,006, or 
less than nine per cent of the company’s 
total assets. 

Looking to the future Mr. Davis said: 
“The management of your company will 
continue to do everything in its powe? 
to protect and further the company’s 
interests during this time of stress, and 
it feels that its first duty and obligation 
is to place our resources and abilities 
squarely behind our government. Many 
disruptions of peacetime business have 
occurred and will continue, but the new 
wartime activities are enormous and 
should furnish a large volume of busi- 
ness for your company.” 





Michigan Travelers 
Install New Officers 


Detroit, MicH.—Newly-elected offi- 
cers of the Michigan Retail Shoe Trav- 
elers’ Club were formally installed in 
office recently, at a party held in the 
Michigan Room of the Hotel Statler, 
attended by wives of the travelers as 
well. Formal installation was conducted 
by Circuit Judge Joseph A. Moynihan, 
who gave a serious and moving talk on 
the crisis of America today, with espe- 
cial reference upon the significance of 
a free press. 

At the table at the head of the room 
were President Frank A. Huetter, 
Treasurer E. W. Jensen, Secretary Moe 
Cantor, and Vice-President S..S. Weiss. 

Important point announced by Presi- 
dent Huetter in his inatgural address 
was a plan for a death benefit fund for 
Michigan travelers, paying up to $500 
to all members at death, by small in- 
dividual monthly contributions. 

Mr. Huetter disclosed that the Club 
has formally taken over the monthly 
showings of shoes by travelers on the 
two upper floors of the Hotel Statler. 
This was formerly an informal setup, 
organized by travelers, mostly members 
of the Club, but not including all mem- 
bers and maintained as a separate un- 
organized group. With the new official 
sponsorship by the Cltb as its own im- 
portant monthly function, additional 
importance is given the showing in this 
area, 

Highlight of Huetter’s addre:s, cov- 
ering a big program of activity, was 
the comment, apropos of effort required 
for the year’s work—“I can do it, be- 
cause I don’t know the word ‘can’t.’ ” 

Huetter disclosed also that the Michi- 
gan Shoe Fair, held the second week of 
January, had resulted in the largest 
financial profit ever recorded, and an- 
nounced that Clyde K. Taylor, who was 
convention co-chairman representing 
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li this opportunity interests you. and you are not now working in 
a war industry. write immediately to the Penney Company. giving 
complete information about your qualifications, and an interview 
with one of our representatives will be arranged in the near future, 
and at a point convenient to you. 


J.C. PENNEY COMPANY, INC. 
_ $30 WEST 24TH STREET, NEW YORK CITY 


Exceptional Opportunity 


The J. C. Penney Company. with over 1600 stores in forty-eight 
states, needs men between 20 and 30 years of age with a high 
school education, or better, who have had selling experience in 
dry goods, shoes, or wearing apparel. 


Men start as salesmen and are given a thorough training in the 
merchandising methods that have made the Penney Company suc- 
cesstul. Advancement is based on merit—not seniority or favoritism. 
Store managers are appointed from the ranks and are paid not 
only a satisfactory salary but also a liberal share of the profits. 


For forty years the Penney Company has served American families 
with apparel and essential home needs. Today. our part in the 
savings and thrift program of America is more vital than ever 























the Michigan Retail Shoe Dealers’ As- 
sociation, had been reappointed to that 
post for 1943. Sentiment at the meet- 
ing was strongly in favor of continuing 
plans for a Fair next year as a neces- 
sary factor in an important industry in 
wartime. 

Mr. Taylor, Walter Magee, president 
of the Detroit Retail Shoe Dealers, and 
Sam Plotler, style show chairman for 
the retailers, who were present with 
their wives, spoke briefly. 

Refreshments and card playing fol- 
lowed, with entertainment arranged by 
the permanent committee headed by 
Clarence J. Armbruster. 

Committees for the Travelers for 
1942 were appointed during the evening 
by President Huetter, as follows: 

Flowers and Sick: Harvey Elbinger, 
chairman; Dave Leach and Caesar 
Choden; Entertainment: Clarence J. 
Armbruster, chairman; I. Warshawsky 
and Ernest Armstrong; Artditing: 
Bruce Dickman, chairman, George 
Lawson and Harold Broadwell; Pub- 
licity: Sam Kane, chairman, and Moe 
Cantor; Monthly show: S. S. Weiss; 
chairman and treasurer; Sam Kane 
and Bruce Dickman. 

Chairmen for the committees for the 
1943 Shoe Fair were also named. Her- 
man Meyer was appointed general 
chairman; Clarence J. Armbruster, en- 
tertainment; Bruce Dickman, program; 





S. S. Weiss, style show; Sam Kane, 
publicity, and Charles Harris and 
I. Warshawsky, reception. 





Barney’s Tops Again 


New York—Barney Kimless, ace 
salesman of the Carmo Shoe Mfg. Co., 
of St. Louis, operating out of the New 
York office, has again topped the sales 
staff of the firm for the past season. 

The company presented him with a 
handsome diamond wristwatch. 





Army Depletes Department 
Personnel 


BRIDGEPORT, CONN.—Three members 
of the women’s shoe department of 
Howland’s, Bridgeport, John McNa- 
mara, Henry Spinney and Marshall 
Gerry, have been inducted into the U. S. 
Army. Before leaving they were feted 
at the home of Lee Norton, manager 
of the department, and presented with 
traveling bags. McNamara has been 
with the department 12 years, while 
Spinney and Gerry have been employed 
four and two years respectively. 

The manager of the men’s shoe de- 
partment, Chief Machinists Mate James 
S. McBride, who reported for service 
nearly a year ago, is now on Naval 
patrol duty. 
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SELL THOSE WINDOW SHOPPERS 
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Imprinted Prices on Colorful Seasonal Designs 
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Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only. are 
also available. 


We have in stock a com- 
plete selection of designs 
and color combinations. 


TALEING WINDOW S 





6 Dozen 


$1.25 


12 Dozen 


$2.25 


The size—14” x 234”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are, attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 
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COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE ... New and seasonal dis- 
play cards and harmonizing price 
tickets every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 
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Obituaries 


Dr. M. W. Locke 


WiLuiaMssuRG, ONT.— Dr. Mahlon 
William Locke, known the world over 
for his successful treatment of arthritis 
by foot manipulation, died here recently 
at the age of 61. His death was caused 
by over-exertion when he tried to push 
his car back on the road after it had 
run into a ditch. 

Dr. Locke’s clinic was famous, both 
for the results effected and the methods 
used. Patients sat in armchairs in a 
large circle; Dr. Locke occupied a re- 
volving armchair in the center and 
passed from one patient to another, giv- 
ing the feet swift but effective manipu- 
lation. His standard fee was $1.00 per 
treatment. 

Occasionally Dr. Locke would pre- 
scribe footwear which was made to his 
specifications by American shoe manu- 
facttrers. He was offered a clinic in 
an American medical institution, but he 
declined it. Among his. patients were 
Mackenzie King, Prime Minister of 
Canada, and Andrew Mellon, at that 
time Secretary of the Treasury of the 
United States. 

Dr. Locke, who was born on a farm 
near Williamsburg, graduated in medi- 
cine at Queen’s University, Kingston. 
He took a post-graduate course in or- 
thopedics at Edinburgh. He returned to 
Williamsburg in 1908, where he began 
his practice as general practitioner. 
Soon he noticed the connection between 
arthritis and foot imperfections, and he 
found that patient; with perfect arches 
or with arches which he had corrected 
seldom developed arthritis. Correction 
of the arches of those with this disease 
had a beneficial effect. Thus it was that 
Dr. Locke soon began to specialize in 
the treatment of this type of case, a 
treatment which won for him world- 
wide fame. 

He is survived by his widow, the for- 
mer Blanche McGruer; three daugh- 
ters, Marion of Ottawa, Ruth of 
Kingston and Jean of Williamsburg, 
and one son, Parker, who is studying 
medicine at Winnipeg. Funeral services 
were held in Williamsburg. 


John H. Kalb 


ROCHESTER, N. Y.—John H. Kalb, 28, 
popular traveling representative of J. J. 
Kalb & Sons, shoe wholesalers, which 
is conducted by his uncles, died recently 
at Prescott, Arizona. 

He was born in this city, went to 
work for the firm when he was 18 and 
became well known and liked. He was 
a son of Grover Kalb, who died two 
year ago. Besides his mother, Elizabeth 
R. Kalb, he leaves three uncles, Richard, 
George and Edward J. Kalb. The 
funeral was held in Rochester. 
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Directs Shoe Advertising 


CINCINNATI, OHI0O—William F. Carr, 
a graduate of William & Mary College 
in 1932 and since then associated with 


WILLIAM F. CARR 


the display advertising staff of The 
Cincinnati Enquirer, is now in charge 
of <hoe advertising for that publication. 
The Enquirer is this year celebrating 
100 years of service to Cincinnati and 
the surrounding area. 


Fall Shoe Colors Announced 

New YorK—To provide the govern- 
ment with dyestt ffs essential to its war 
program and to aid in the conservation 
of leather, The Textile Color Card As- 
sociation, in cooperation with the joint 
committee of the Tanners’ Council of 
America, the National Boot and Shoe 
Manufacturers Association and the Na- 
tional Shoe Retailers Association, has 
limited its 1942 Fall color recommenda- 
tions for both men’s and women’s shoes 
to four shades, all repeated from the 
1942 Spring or 1941 Fall Shoe and 
Leather Cards, it was announced re- 
cently by Margaret Hayden Rorke, 
managing director of the organization. 

The official colors for men’s shoes, 
chosen because of their continued mer- 
chandising importance, include Yankee 
Brown, National Brown, Charro Tan, 
and a Cordovan tone, like Chilean 
Brown in the 1941 Fall group. The last- 
named shade will be called Rio Cordo, 
significant of Pan-American coopera- 
tion and hemisphere defense. 

For the benefit of standardization, 
the association has adopted and will 
also show under a special heading the 
two government standards for the U. S. 
Army garrison and service shoes. Gar- 
rison. Tan, the color adopted by the 
U. S. Army for the garrison plain-toed 
blucher oxford, it will be recalled, al- 
ready appears in the 1942 Spring Color 
Card for Men’s Shoes. A leather swatch 
of Service Tan, the name given to the 
approved shade for the service shoe, 
will be sent out shortly by the associa- 
tion. The official Fall colors for wo- 
men’s shoes chosen at the joint meeting 
for their fashion value, as well as in 


the interests of industrial economy, 
comprise Town Brown, Golden Tobacco, 
Tcrftan and Kona Red. In addition to 
this group, Bluejacket was again recom- 
mended for navy shoe requirements. 

In order that the colors selected 
should not interfere with the govern- 
ment’s war needs for dyestuffs, Mrs. 
Rorke invited to this meeting members 
of The Textile Color Card Association’s 
recently formed Dyestuffs Advisory 
Committee, representing leading dye- 
stuff producers, as well as R. Keith 
Blakely, of the Conservation of Leather 
Section, War Production Board. These 
experts confirmed that at this time the 
dyestuffs required for the shoe and 
leather colors chosen were procurable. 
Mrs. Rorke stated that the dyestuffs 
committee wotld also attend in an ad- 
visory capacity all other color meetings 
of The Textile Color Card Association, 
including those for gloves, handbags, 
hosiery, millinery and fabrics. In this 
manner, it is felt, the Association is 
making a definite contribution to the 
war effort by acting as a liaison be- 
tween the government and the fashion 
industries. 

Since all of the above colors appear 
in both the men’s and women’s shoe 
and leather cards for Spring, 1942, or 
Fall, 1941, the association will not, in 
the interests of leather conservation, 
issue new cards to its members, but will 
make up only a small supply of Fall 
1942 Shoe and Leather Cards, for those 
who wish to purchase a limited number 
of copies. 


Moves Store to 
Larger Location 


PASADENA, CALIF.—Ray Johnson is 
moving. his shoe store from 255 E. 
Colorado St. to 173 E. Colorado St. This 
move will give him a much larger room 
which is needed due to his steadily in- 
creasing business. Burke & Kober are 
the merchandising engineers in charge 
of the remodelling job and are working 
out practical plans which will make 
buying easier and simpler on the part 
of the store "patrons. 


Chicago Store Plays 
Up Suit Shoes 


Cuicaco, [LL.—Evidence of the im- 
portance accorded shoes for wear with 
suits, was seen in a recent window 
display at Chas. A. Stevens & Co., de- 
voted entirely to shoes of this type. 
The display was labeled “Suit Shoes 
at Ease for Dress and Duty—that 
final touch of perfection to complete 
your smart ensemble.” 

The display consisted chiefly of 
moderate heel tailored types of shoes. 
Although brown and blue shoes domi- 
nated there were several in red. Co- 
ordinated bags and gloves were also 
shown, and complete ensembles in- 
cluding shoes in an adjacent window 
display of suits on models. 





HETSSICRIM TOMA 





SALESMEN WANTED 


POSITION WANTED 


WANTED TO PURCHASE 








ALESMAN WITH FOLLOWING of De- 

partment and Chain Stores to carry full line 
of soft-soled House Slippers for Leading Man- 
ufacturer. Commission basis only. Restricted 
territories. References required. Address 3430, 
care Boot & Shoe Recorder, 100 East 42nd 
Street. New York, N. Y. 





HELP WANTED 


Re SHOE SALESMAN WANTED: 

Experienced in popular priced shoes for en- 
tire family, who with brief training period can 
t of Family Shoe Store in 
Indiana town of 10,000. Prefer man now lo- 
cated in Indiana, Illinois, Ohio or Michigan 
Address $411, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 











ANAGER WANTED: For Medium Price 

Family Shoe Store, Middlewest. Prefer 
married man between 30 and 45; must have 
clean record. Salary and bonus. Address $410. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York N, Y. 





LINE WANTED 


THE WRITER OF THIS ADVERTISE- 

MENT SAYS: “TI have been a shoe traveler 
for years, working for 16 years with one firm 
in the Middle West. I have covered Chicago 
and the South, and would like to re-establish 
myself in a traveling position. I have been 
hospitalized for three years with wounds re- 
ceived during World War 1, in which I 
served as an officer, but now the dectors tell 
me I can go to work again. I have an excel- 
lent record, know the trade well, and am 
anxious to find a good line of shoes.” Address 
2433, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 








FOR LEASE 


OR LEASE: In Santa Fe, New Mexico, 

100% location for Corrective Footwear Shop; 
reasonable rent; no competition; Wire, FELD. 
er FOOTWEAR SHOP, Santa Fe, New 
Mexico. 








FOR SALE 


HOE STORE carrying men’s and women’s 

popular price shoes; 3% years established 
business. Only shoe store in 8,000 industrial 
town; good location; modern front and fixtures. 
Address £431. care Boot & Shoe Recorder, 100 
East 42nd Street. New York, N. Y. 








CAN YOU USE A YOUNG MAN, 60 years 

old, with 40 years’ experience selling high 
grade footwear? Don't pass this opportunity if 
you will pay the price for a good man. Em- 
ployed now. but the business does not warrant 
a better salary. Middle-West, West, or South 
vreferred. Address £432, care Boot & Shoe 
Recorder 100 East 42nd Street, New York, 





EF, XPERIENCED. ENERGETIC AMBITIOUS 

YOUNG MAN, thirtv years old; married: 
looking for opening as Manager with growing 
concern or Shoe Department; at present Man- 
ager-Buyer for exclusive Shoe Store. Having 
reached top in present position, desire position 
offering future. For stock control, low inven- 
tories, have very successful background. Ad- 
dress 2429. care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. 





MERCHANTS’ NEEDS 





apane SO: 


ace , Alter Shoes to Fit 
Abnormal Feet 


HOE RE-SHAPING DEV 
4024 Verdant St., Los Angeles, Cal. 





Shoe Gift to Guardsmen 


Dover, N. H.—The Farmington Shoe 
Co. has provided shoes as a gift for 28 
members of Detachment 7, New Hamp- 
shire State Guard. 

The guardsmen had been given uni- 
forms, but no footwear, so the com- 
manding officer, Capt. Charles Tasker, 
placed an order with the local firm. 

When the shoes were ready, the com- 
pany officials, J. F. Malley and George 
Dempsey, informed Capt. Tasker that 
they were a gift to the guardsmen. 


BUYER OF UPPER LEATHER, Remnants, 
White Buck, Patent Leather; Suede; Calf; 
Alligator. etc. Medium and Large, any quan- 
tity; DAVID MATTEZEWITZ, 73 Frankfort 
Street. New York. 





WE BUY 


Stocks. “he Branded 

Walk-Over, Florsheim, Enna-Jettick, Vital- 

ity, Arch Preserver, Queen Quality, Bos- 

tonians, Stetson, Red Cross, Nunn-Busb, Etc. 
reayvin s BUEeN 


SS menae st "Cor. Ch urch 
Phone Barclay 7-7887. New York Clty 








SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus cr complete stocks of shoes 
from retailers, jobbers and manufacturers. 
Visit our new warehouses 
108-110 Duane Street, New York 
Phone’ WOrth 2.5377 and 5378 and 5379 














SHOE STORES WANTED 
FOR CASH 
Men’s. women’s, children’s shoes —— 


79-8F Reade St.. New York 
Onuaual references on request 











CASH 


For Entire Stocks or Surplus Merchan- 
dise. This is a good time to dispose of 
them. We can use any quantity and 
pay the highest prices. 


CAMITTA SHOE COMPANY 


120 N. Fourth St., Philadelphia, Pa. 
Phone Lombard 2062 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or umbranded. Generous prices. 

Write, wire or phone. 


BARSH & 
19 N. Fourth St. Philadel 
Phone Market 1 


hia, Pa. 














CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
t& Advertisements for this page must be in our New York Office on Friday of the week preceding publication 
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Attractive Brochure Marks 
Factory’s Move 


FARMINGTON, Mo.— Trimfoot Com- 
pany, manufacturers of babies’ shoes 
and foot appliances, on the occasion of 
their recent move to Farmington from 
St. Louis, got out an attractive 16-page 
brochure to acquaint Trimfoot dealers 
of the change. The brochure is patterned 
after the style of Life magazine, with a 
cover in red, black and white in the Life 
style, and is titled “Farmington Life.” 

On the contents page it is explained 
that “Photographers Howard and Dick 
Day spent many busy days in Farm- 
ington, getting this pictorial story of 
the Trimfoot Company’s new home.” 
The booklet is full of interesting and 
attractive photographs of the town, the 
surrounding countryside, prominent citi- 
zens, and serves as an effective intro- 
duction to life in Farmington. 

Explaining the choice of Farmington 
as the new home for Trimfoot Company, 
copy reads: “Today, balancing agricul- 
ture with industrial and professional 
interests, Farmington has much to offer 
the manufacture of anything from shoes 
to sealing wax—but especially shoes, 
for Farmington is centrally located 
within one of the greatest shoe produc- 
ing sections of the United States. 

“Within a short truck haul of St. 
Louis, one of the nation’s principal 
central distributing points, Farmington 
is a town of thrifty, energetic people 
who have something to live and work 
for.” 

A sketch of the new building appears 
on the first editorial page of the 
brochure. Copy explains that of the 
total wall area, more than 90 per cent 
is of glass; the plant is situated in the 
country, away from crowded cities and 
smokestacks. 

To carry out the Life idea, each sec- 
tion contains interesting, informative 
copy written in a friendly, easy-to-read 
style. The features included are: “Lock 
Stock and Barrel—The Trimfoot Com- 
pany Moves to Farmington; Where 
Town and Country Meet, Our Town is 
a Pleasant Mixture of the Two; An 


Eye to the Future—A Typical Ameri- 
can Town on the Upgrade; Women and 
Children Enjoy Life in Farmington— 
And So Would You; Meet the Neigh- 
bors; Highlights.” 

Trimfoot Company advertises its 
shoes and its foot appliances extensive- 
ly in the brochure. 


‘Women Turning to 


“Comfortable” Shoes 


MILWAUKEE, Wis.—In keeping with 
the demands of the times, women today 
are giving their nod of approval to 
casual shoes in increasing numbers, ac- 
cording to many local shoe dealers. 

More and more women are finding 
themselves on their feet longer hours 
and as a result are demanding com- 
fortable low heeled shoes with a smart 
appearance, shoe merchants report. 

The S. J. Brouwer Shoe Co. extended 
the invitation to “walk feet first into 
spring” with “snappy sport styles in 
loafer, military strap and classic saddle 
in a reversed version. All in antique 
or golden tobacco tan. Saddle in brown 
with white or white with brown or 
black saddle.” 

Saddle oxfords, especially for high 
school and college girls, continue to be 
good sellers. Gimbles report a brisk sale 
of this style as well as other casuals of 
which it relates it has “a wide-as-the- 
ocean collection in-black or tan calfskin, 
llama calf or kid leathers.” 

Still streszing the casual theme, the 
Boston Store has been promoting the 
walled last “Mainstreeter,” described as 
being “soft as a glove, with decorative 
ventilator perforations.” This style is 
being shown in black, navy or turf tan. 

Rosenbergs recently featured British 
Brogues in allover antique calf and 
brown and white two-tone calf with 
good st ccess. 

For dress, black and brown gabar- 
dine pumps have been receiving much 
attention at Packard-Rellin. These 
styles are reported as being equally 
good with or without black patent plat- 
form soles. 


Although gabardine appears to be the 
leader in dress styles for women from 
most reports here, polished calf, patent 
and kid are also being sold. The 
“Ve ta” pump in polished calf, “to give 
wings to your feet,” has been featured 
by Schuster’s in turf tan, bluejacket 
blue and liberty red, while the Grdnd 
has had calls for perforated kidskin 
pumps with a foot foreshortening 
scroll-trim toe. 

To date, only a faint flurry for rep- 
tiles for Spring has been reported here 
marked partici larly by tiger snake san- 
dals. 


Boston Stores Go “All-Out” 
For New Color 


Boston, Mass.—The opening of the 
United War Fund drive in Boston and 
vicinity was featured by the introduc- 
tion to a fashion-conscious public of a 
new color—feather red. Featured in 
a big way by department and specialty 
stores, this color was shown in store 
windows and talked about in big-space 
newspaper advertisements by most of 
the prominent stores in the accepted 
shopping centers. Merchnadise affected 
by the new color—a brilliant, almost 
scarlet—can be best described in the 
language of a four-column, fourteen- 
inch ad used by William Filenes Sons 
Company, announcing the presentation 
of “red feather dresses, coats, suits, 
sportswear, hats, shoes, negligees, ac- 
cessories, make-up, slips, and men’s 
ties.” 

In garments, this new red was shown 
almost invariably in combination with 
white, though there were some com- 
binations of red with “Victory Blue.” 
In shoes, few red styles were shown 
in the windows, although interior dis- 
plays in a few stores were of red and 
white fabrics. Mostly, however, shoes 
shown with other merchandise were 
black kid, calf, reptile and gabardine, 
the latter being trimmed with black 
patent. A warm brown was offered 
by some stores as an alternate selec- 
tion. 





Daylight—Slacks and Overalls 


[CONTINUED FROM PAGE 24] 


slide. The pity of it is that businesses that make monthly 
comparisons have a 1943 to look ahead to. Many a 
merchant is dreading the March of taxes and somebody 
has said: “Springtime belongs to Henry Morgenthau. 

If you are in business today and in the shoe business 
in particular, give thanks for each day’s accomplish- 
ment. This is “business as unusual.” So far, good busi- 
ness has been enjoyed. The time of sacrifice is yet to 
come. At this writing you can get silk hose in many 
stores. You can get all types of shoes—and price con- 
trol, in so far as it affects shoes directly, is as yet a 
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future irritation. 


All these things will hit you and hard; but at this 
writing we want to emphasize the fact that fashions do 
” change. People’s interest in fashions switch about and 
every merchant should be alert to the adventure in 
fashion that parallels the adventure of war and high 
sustained emotions. 

In words that you have heard before: “Mirror, 
Mirror on the Wall—Who’s the wisest of them all?” 
The man who can have in his store the merchandise that 


ts in today’s fashion picture TODAY. 





Shoemaking History on 
Radio Program 


New York—The history and develop- 
ment of shoemaking from the legendary 
invention of the shoe to the present 
manufacturing program of four hun- 
dred million pairs of shoes a year was 
dramatized on the School of the Air of 
the Americas recently, over the Colum- 
bia Broadcasting System. The show, 





“Leather Workers,” was presented as 
part of the school’s series on “Americans | 
at Work.” 

The ancient legend of the origin of 
the shoe was dramatized. According to | 
the legend, shoes are a result of the | 
inability of an ancient king to subject 
his feet to contact with stones and peb- 
bles. Finding that his order to prepare 
a carpet to cover his entire kingdom 
was impossible to fulfill, the king ac- 
cepted the substitute proposed by a 
leatherworker — shoes. . Though not 
known by that name at the time, they 
were the forerunner of our present 
footcovering. By the time Caesar had 
conquered Europe, the Romans had | 
fashioned leather sandals for all their | 
soldiers; this was responsible, in no | 
small measure, for the Legion’s success. 

In 1628 two shoemakers appeared in 
New England, Thomas Beard and Isack 
Rickman, sent over by the Plymouth 
Company. Their first problem, a supply 
of leather, was settled by utilizing cow- | 
hides tanned in oakbark, uncolored and | 
unpolished. The next problem, soften- 
ing the leather, was solved by soaking | 
it in oil, which also served to make the 
shoes water-repellent. 

It took 30 hours or more in those days | 
to make a stout pair of shoes—hand cut | 
and hand stitched; the work of these | 
first American shoemakers was neces- 
sarily patterned after the craft as it 
had been developed in Europe. It was { 
not until some 200 years later that | 





machine manufacturing was accepted | 
in the shoe industry, and then it slipped 
in through a backdoor. 

The difficulties McKay had to over- 
come in getting his machine accepted by 
the shoemakers were dramatized on 
“Leather Workers.” Shopowners re- 
fused to install the machine until the 
Civil War depleted the manpower of 
the industry and, faced with ruin be- 
cause of lack of skilled help, they re- 
luctantly turned to the machine which 
was to turn out, in a single day, 600 
pairs of shoes. 

A description of the industry today, 
with various types of workers con- 
tributing to the shoemaking process, 
completed the program. The traditional 
shoemaker’s song, “Peg An’ Awl,” was 
sung as a signature, 

School of the Air of the Americas is 
presented Monday through Friday by 
CBS and is broadeast in the Latin- 
American republics under the guidance 
of a Pan-American Council. It is in its 
13th year; an estimated 5,000,000 stu- 
dents in the United States alone listen 
regularly to the series. 
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A Buying Guide 


TO ADVERTISERS IN THIS ISSUE 


ARNOFF SHOE CO., INC., New York City 36, 40, 42 


BARBOUR WELTING CO., Brockton, Mass. ..Front Cover 
BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa. 

BROWN SHOE COMPANY, St. Louis, Mo. 

CAMITTA SHOE COMPANY, Philadelphia, Pa. 

DUNDE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cal. 

GOODWILL SHOE CO., Holliston, Mass. 

GOODYEAR TIRE & RUBBER CO., Akron, O. ........ 


| GREEN SHOE MFG. CO., Boston, Mass. 


| HOTEL BENJAMIN FRANKLIN, Philadelphia, Pa. . 
| HUBSCHMAN, B., & SONS, INC., Philadelphia, Pa. 


JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo. . 


| JULIAN & KOKENGE COMPANY, Columbus, O. 


KAWNEER CO., Niles, Mich. 
KBS SHOE COMPANY, Nashville, Tenn. 
KIEFER, EDGAR S., TANNING CO., Grond Rapids, Mich. 


| KIRSCH-BLACHER CO., INC., New York City 


LYONS & COMPANY, New York City 
MILLER, O. A., TREEING MACHINE CO., Brockton, Mass. 


NASHUA SLIPPER CO., Lowell, Mass. 


PANTHER-PANCO RUBBER CO., Chelsea, Mass. 3rd Cover 


PENNEY, J. C., CO., New York City 43 
REPUBLIC BUILDING, Chicago, Ill. ... 31 
ROBERTS-HART, INC., Keene, N. H. 


RUBIN, IRVIN, New York City ... 


TANNERS' COUNCIL OF AMERICA, New York City 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo. ... 


UNITED LAST COMPANY, Boston, Mass. ................... 
UNITED SHOE MACHINERY CORP., Boston, Mass. .-...........-.-- 65055. 


VITALITY SHOE COMPANY, St. Louis Mo. ..... 


X-RAY SHOE FITTER, INC., Milwaukee, Wis. 
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FULLY a year before the eventful December 7th, the Panther-Panco Rubber Com- 
pany was devoting much of its manufacturing facilities to the armed forces of the 
nation. We were co-operating with the government as a “volunteer” . . . because 
we considered it a duty and a privilege to do so. That fact will always remain a 
proud part of our history. 





TODAY, we are more than ever enlisted in the service of our country, manufactur- 
ing rubber soles, taps and heels for the men on the fighting front. That this works 
hardships on our customers and ourselves goes without saying. Yet it is a trust as 
sacred as any we have ever held. However, we will continue to manufacture rub- 
ber heels, soles, and taps for civilian use within the limits of government regula- 
tions. Deliveries, while not in as large quantities as we are accustomed to make, 
will nevertheless be made. We know that no further explanation is necessary. 
There is much to be done and not until the job is finished can we return to 
the ways of peace. 





PANTHER-PANCO RUBBER COMPANY 


CHELSEA, MASS. STOUGHTON, MASS. 
America’s Largest Manufacturer of Rubber Soles 








US WORRY ABOUT THIS 
we te old Hands at wt! 


For eighteen years no StridéRite dealer has had to worry 
about getting size-in orders shipped promptly and accu- 
rately. Always, our policy has been to keep in stock a 
supply of fine juvenile shoes adequate to meet every rea- 


sonable demand . . . and more. 


With the future clouded and uncertain, it is well to be 
doing business with such a concern . . . an organization 
which protects the interests of its customers to the limit of 
its power . . . and which has demonstrated its ability to 
cope with unusual conditions without upsetting its busi- 


ness... Or yours. 


C“SrrmeRite ) 


GREEN SHOE MFG :-CO-:stosroN 








